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Copy, $2 a Year 


Rough Proofs 


Gladys the beautiful receptionist 
says it’s funny, but the higher- 
priced restaurants are the last to 
put the sugar bowls back on the 
tables. 

~~ © v 

When Maxwell House _ coffee 
begins broadcasting with the aid of 
Fanny Brice and Frank Morgan 
September 3, customers facing short 
rations will be more than ever will- | 
ing to believe that it’s good to the) 
last drop. 

_— ae oe 

If small town theaters can’t get) 
any more advertising films, as a} 
WPB order suggests, there’s going 
to be a big increase in the demand 
for chinaware. 

v . = 


Gillette is undertaking the re- 
sponsibility of sponsoring the 
world’s series over Mutual again, 
and National League rooters are 
already telling ’°em they'd better do 
a better job this time. 


v v v | 

Time has passed the 1,000,000- 
mark in circulation, but its admirers 
are confident this is the only impor- 
tant point of similarity 
lamented Literary Digest. 


7 } 


The Sun Oil Company hints that | 
it should be possible to operate your | 
old bus on only half the number of | 
cylinders in the motor. It’s a good | 
trick, even if you can’t do it. 


vfs iy 


ADVERTISING AGE suggests. edi- 
torially that labor unions ought to 
be good advertisers. Why not go 
the whole hog and suggest that the 
copy be written by Westbrook 
Pegler? 

v v v 

Tunney deplores service 
footvall and baseball teams | 
is a return to “the era of wonderful 
nonsense” of the twenties. Let’s 
see, now, wasn’t it the era of} 
wonderful nonsense that made 
Gene a millionaire? 


Gene 
men’s 


vg¥eY 
It takes ten years for a good 
agricultural idea to get into general 
farming practice, says “The Diary 
of an Ad Man,” but farmers aren't 
the only people who are generally 
allergic to new ideas. 
v v v 
But wasn’t it a farm 
who told the story of a 
who turned down a 
canvasser by saying, 
ing now near as 


how’? 


publisher 
prospect 
subscription 
“T ain’t farm- 
well as I know 


v v v 
Eighty per cent of the military 
ls expect an increase in enroll- 
ment this fall, N. W. Ayer reports. 
you can bet the boys won't be 


100 og 


ig, either. 

v v v 
Judging from the rash of new 
lartial anthems turned out by our 
00) you can assume that when 
war songs are written, adver- 
men will write them. 


v,g#se? 


Prize-winning entries in the 


Chicago Tribune’s fashion contest 
VOU become popular a lot more 
uicily if those luscious models 
vent with the dresses 
v v v 
Ke psake diamond rings will be 
“vertised in a new campaign with 
military slant, it is reported. 
There's 


never an 


armistice in the 
attle of the sexes. 


Copy Cus. 


OVERSEAS COPY 


u* * Special announcement 
* * to American Forces in Britain 
x® 
PYEB RUNS WICK 
see eee 


You're among good friends 
here, you know that. But 
there are times when you 
just long for something 
one-hundred per cent 
American. Weil, we've got it and love it too. You'll 
find the best and latest American hits on Bruaswick 
records .. all the t.. ther 

gaiety .. the swing that America’s Stars can put 
inte them.. all on Brunswick recorded in the U.S.A. 
by your great artists: Bing Crosby, The Andrews 
Sisters, The Ink Spots, Connee Boswell, Deanna 
Durbin, Carmen Miranda, Jimmy Dorsey, Woody 
Herman, Guy Lombardo, jimmie Luncetord, The 
Mills Brothers, Judy Garland and many others. 


Hear what you want — 
Made in Engiang iby Brun 


BRUNSWICK 
a 


when you want it 


wick Ltd. 1-3 Brinton Ré., Swe 

In one of the first newspaper advertise- 

ments addressed directly to U. S. forces 

in Britain, Brunswick Ltd. tells them of 

the American record hits it has available. 

Note the typesetting effect of the stars 
and stripes. 


WPB Moves to 
Protect Industry 


Group Will Study 
Concentration, Other 
Wartime Problems 


Washington, D. C., Aug. 27.—The| 
week | 


War Production Board this 
tackled the urgent problem of pre- 
serving civilian industries endang- 
ered by shortages of critical ma- 
terials by naming a formal subcom- 
mittee on concentration of produc- 
tion. 


It was evident from the an- 
nouncement of the new committee 
that preservation of trademarks, 


brand names and good will, as well 
as the maintenance of channels of 
distribution, would receive the ful- 
lest attention from the WPB. 
Joseph L. Weiner, deputy direc- 


headed by Leon Henderson, will 
serve as committee chairman. Other 
members are Lou Holland, deputy 
chairman of the WPB for smaller 
war plants; Amory Houghton, di- 
rector general for operations; and 
Wendell Lund, director of the labor 
production division. Mr. Houghton 


will be charged with supplying the} 


information upon which the com- 
mittee will determine the industries 
to be concentrated and with the im- 
plementation of any concentration 
program that may be adopted 


Follow British Experience 


Although no formal statement of 
policy was made, Mr. Weiner indi- 
cated that the committee would rely 
heavily on the “trial and error” ex- 
periences of British industrial con- 
centration since Dunkirk. 

Highlights of the British experi- 
ence were outlined today by Dr. 
Arthur R. Burns and Henry A. 
Dinegar of the Office of Civilian 
Supply, who have just completed a 
survey of the general subject of 

(Continued on Page 31) 
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W artime Uses of Advertising 
Acknowledged by Treasury 


Statement Hailed as 
Real Service to 
American Business 


New York, Aug. 28.—In clarifying 
its stand governing the allowability 
of advertising expense as a neces- 
| sary part of the cost of doing busi- 
ness, and therefore as a legitimate 
factor to be considered in comput- 
ing corporate income taxes, adver- 
tising men agree that the Internal 
Revenue Bureau of the Treasury 
Department has made an outstand- 
,}ing and noteworthy contribution to 
American business. 

The full and complete exposition 
of the Treasury's views, as set forth 
in an “officially approved” 
randum confirming discussions of 
the subject which were held be- 
tween the Association of National 
| Advertisers and the Bureau of In- 
| ternal Revenue, covers almost every 
conceivable condition under 


memo- 


makes it crystal clear that when 


| Secretary Morgenthau told the joint | 


|Congressional committee recently 
|that “the test of whether expendi- 
|tures for advertising are deductible 
is whether they are ordinary and 
necessary and bear a reasonable re- 
lation to the business activities in 
which the enterprise is engaged,” 
he was making no mental reserva- 
tions of any kind. 


Discusses All Situations 


| As the text of the statement in 
this issue shows, the Internal Reve- 
nut Bureau has defined its position 
with regard to companies doing no 
war work, companies doing some 
war work and some non-war work, 
and companies entirely engaged in 
| war work; it has likewise covered 
|the cases of new companies, new 
| products, changes in buying habits, 


| tor of the Office of Civilian Supply, development of internal morale. and 


cooperation with such essential war 

| activities as salvage campaigns, war 

bond and stamp drives, and payroll 

|allotment campaigns. 

| In no single instance and in no 

general set of circumstances is ad- 
(Continued on Page 30) 


| 


which | 


| 
ed bd ad | advertising might be questioned as 
with wwe Set-up, Distribution ja legitimate business caianien, and 


Officially Approved Tax Clarification 
Secured by ANA Gives Explicit Rulings 
Covering Tax Status of Advertising 


New York, Aug. 27.—Full recognition of the many new 
merchandising problems brought into being by the war today 
highlighted a clear-cut exposition of the Treasury Depart- 
ment’s views governing the allowability of advertising expense 
in computing corporate income taxes. The clarification, de- 
signed to dispel some of the uncertainties that lingered after 
Secretary Morgenthau’s recent broad policy statement, re- 
sulted from a meeting between representatives of the Associa- 
tion of National Advertisers and officials of the Bureau of In- 
ternal Revenue in Washington. 

In releasing an officially-approved, written confirmation of 
some of the situations discussed during the conference, Paul 
West, ANA president, pointed to the “confusion on the part 
of business management as to the attitude of the U. S. Treas- 
ury Department” on the consideration to be given advertising 
deductions, which has been “heightened by the fact that many 
businesses are wholly engaged in war work, others partially so, 
and still others have not vet been converted or obtained war 
contracts.” 

The ANA arranged the Washing- | 
ton meeting, he said, with a vieW | advertising plays in our national 
to acquainting officials with the economy and there is no intention 
many reasons for advertising and/tg restrict reasonable and normal 
the varying situations currently | advertising by disallowing it as a 
faced by advertisers. The Bureau) qdeductible expense. This was at- 
of Internal Revenue group, headed | tected to by Secretary Morgenthau 
by Norman D. Cann, acting com- 
missioner, was lauded by Mr. West| 
for a “fine spirit of cooperation . 
sympathetic 


in testifying before the Joint Con- 
gressional Committee on Taxation 
when he said: 


understanding of the 
problems of business and an unusual 
willingness to approach the adver- 


“*The test of whether expen- 
ditures for advertising are de- 
ductible is 


: whether they are 
tiser’s problems with an open ‘ 
a ordinary and necessary and 
mind. y 
bear a reasonable relation to 


Chief Points Given the business activities in which 


the enterprise is engaged. This 
is not intended to exclude insti- 
tutional advertising in reason- 
able amounts or goodwill ad- 
vertising calculated to influence 
the buying habits of the public. 
If such expenditures are ex- 
travagant and out of proportion 
to the size of the company or 
to the amount of its advertising 


budget in the past, or if they 
“The Treasury Department and are not directed to public 


the Bureau of Internal Revenue patronage which might reason- 
|fully appreciate the important part ably be expected in the future, 


Chief points discussed during the | 
joint meeting are covered in the 
following statements, approved by 
the Commissioner of Internal Reve-| 
nue’s office: 


General Advertising 
Policy 


Last Minute News Flashes 


‘Santa Fe Account Goes to Leo Burnett Company 

| Chicago, Aug. 28.—The advertising account of the Atchison, Topeka & 
| Santa Fe Railway System, formerly placed by Stack-Goble Advertising 
| Agency, has been placed with Leo Burnett Company, Chicago 


Ayer to Continue Handling Kirkman Account 
Despite announcement 
. W. Ayer & Son, New York, had resigned as agency for Kirkman & | PY 
Son, soap manufacturer, it was learned today that the 


New York, Aug. 28. 


wT 


re-examined and Ayer probably 


Argentine Woolen Co. to Invade U. S. Market 
New York, Aug. 28.—Pan-American Woolen Company, one of the larg- 
est textile manufacturers in Argentina, with annual volume of $10,000,000, 


will make its first move to tap the 


£100,000 campaign in daily newspapers and women’s 
line of fabrics will be featured. Arthur Rosenberg Company is the agency. 


Rheinstrom Made Executive V. P. of Macfadden 

New York, Aug. 28.—Carroll Rheinstrom was today named executive 
ations, supervising all phases of the 
After serving with Macfadden for 18 years, Mr. 
Kheinstrom joined the Ward Wheelock Company about two years ago 
He recently returned to Macfadden 
S. Elder, 


vice-president of Macfadden Public 


company’s activities 


as vice-president and partner 
making the announcement, O. 
changes were contemplated. 


Jackson Named to New Office by Time, Inc. of 
D. Jackson, formerly general manager of Life, 
has been appointed administrative vice-president of Time, Inc 
Heiskell, his assistant, will succeed him. 


New York, Aug. 28.—C 


will continue as agency. the 


such payments will be disal- 
lowed. 


| Duties of the Bureau 


“The Internal Revenue Bureau is 
charged with the responsibility of 
collecting federal taxes, among 
which are the Income Tax and the 
earlier this week that! Fxcess Profits Tax. It is governed 
statute and expects full cooper- 
ation from the taxpayer whereby 
government receives its full 
share of taxes. Thus it is the duty 
of the Bureau, particularly in view 
of the Excess Profits Tax, to prevent 
abuses and attempts to avoid the 
high tax rate. The Bureau has full 
power to disallow unreasonable 


expenses for tax purposes. 


ituation has been 


American market in October with a 


magazines. A new 


Increased Advertising 
Costs 


In “The Bureau 
advertising costs 
upward by 


recognizes 
have been 
reason of 
space and time rates, 
printing, engraving, art work 

other advertising production 
costs. In this connection, the Bu- 


that 
forced 
increased 
increased cost 


president, said no other major 


and 
Andrew 


reau suggests that’ advertisers keep 
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their cost records as complete as 


possible. 


Increased Need for 
Advertising 


“The Bureau recognizes that in 
many cases the rationing of gasoline 
and tire restrictions have cut down 
on the number and frequency of 
calls salesmen can make on dealers 
and that this has thrown an added 
burden on advertising since expen- 
ditures for direct mail and dealer 
house organs must be increased to 
keep necessary contact with whole- 
salers and dealers. This also affects 
the cost of installation of displays 
formerly handled by salesmen. 


Salvage Campaigns 


“Many advertisers are using a 
large part of their appropriations 
and, indeed, have increased them, 
for the purpose of salvaging mate- 
rials necessary for the war effort, 
such as fats and grease, iron, steel, 
non-ferrous metals* rubber, etc. 
The Bureau recognizes that such 
advertising efforts, if they bear a 
direct relation to the business car- 


ried on by the corporation, are 
essential to obtain raw materials | 
and are, therefore, a normal busi-| 
ness expense. As such they will | 


be deductible if made with a rea- 
sonable expectation that the cor- 
poration’s business will be bene- 
fited by an increase in materials 
essential to its operations. 


use of advertising is normal under 
abnormal conditions, conditions 
which have never before existed. 


New Products 


“Priorities, 
curtailing of 


the cutting off or 
imports, and new 


research have resulted in some 
manufacturers bringing out new 
products. In other cases substi-| 


tutes have had to be made. In 


these cases, the manufacturer must) 
| inform 


the public and the trade 
through advertising in 
himself, his dealers and the con- 
sumer. The Bureau does not ques- 
tion this and will take into consid- 
eration all normal factors incident 
to launching a new product. Such 


The 
Bureau further recognizes that such 


justice to| 


ers in business, have been supply- 
ing them with alternate products. 
For example, a rubber manufac- 
turer, to aid his dealer outlets, has 
added such items as luggage, tools, 
sports equipment, furniture, etc., to 
replace tires no longer available. 
The Bureau recognizes that such a 
manufacturer must merchandise 
|these to the dealer and the public 
through advertising. Expenditures 
for this purpose which are reason- 
able in amount taking into consid- 
eration the facts in each case will 
be allowed as deductions for federal 
income tax purposes. 


| Changes in Buying 
Habits 


“Some manufacturers, because of 
| priorities, must attempt through 
advertising to change buying habits. 
| Curtailment of the use of metals has 
meant the elimination of many 


will be allowed as deductions for 


federal income tax purposes. 


Speeding War Pro- 


| duction 
“Many companies are using 
advertising and advertising tech- 


nique to speed the war effort among 
their own employes. So far this has 
been directed at one objective—to 
convince the shop and office worker 
that he is part of the all-out war 
effort and hence that carelessness 
and _ inefficiency, unnecessary ab- 
sences and accidents on the produc- 
tion front are detrimental to the 
men on the fighting front. To 
accomplish this job, posters, ban- 
ners, house organs, local newspaper 
advertising, direct mail, local win- 
dow displays, motion pictures, spot 
radio, and many other advertising 
devices have been used. Undoubt- 
|edly, many companies will call on 


expenditures which are reasonable| types of containers, of small size| advertising to do a similar job in 


in amount, taking into considera- 
tion the facts in each case, will be 
allowed as deductions for federal 
income tax purposes. 


Added Lines 


turers, in order to keep their deal- 


| packages, etc. For example, bever- 
|}age manufacturers, because of the 
| shortage of plate for bottle caps, 
|must try to educate the public to 
|use large instead of small-size bot- 
|tles. The Bureau recognizes that 
|this calls for advertising expendi- 
| tures. 


sideration the facts 


Such expenditures, if rea-| 
“In certain instances, manufac-/| sonable in amount taking into con-| 
in each case, | 


furthering the sale of war bonds 
through the payroll-deduction plan. 
The Bureau recognizes that the ex- 
pense incident thereto is a justifi- 
|able one so long as it is reasonable, 
whether that expense is listed as 
a production or a selling (advertis- 
ing) cost. 


New Companies 


“Since the war began, certain 
new companies have come _ into 
being and have invested many 
thousands of dollars in plant equip- 
ment for the production of war 
material. As long as the war lasts, 
they will have nothing at all to sell 
the public. Those companies deem 
|it but good business 
|advertise so that when the war ends 
‘and they turn to 
duction, the public will be familiar 


|plant investment may be protected. 
The Bureau recognizes that adver- 


| tising by such companies is a proper | 


| deductible expense so long as such 
|expenditures are 
|Secretary Morgenthau has said: 
‘The test of whether expenditures 
for advertising are 
whether they .. . bear a reasonable 


relation to the business activities in| 


| which the enterprise is engaged... If 
such expenditures are extravagant 
and out of proportion to the size of 
|the company ... or if they are not 
| directed to public patronage which 
might reasonably be expected in the 
future, such payments will be dis- 
allowed.’ 


In General 


“It is, of course, impossible for 
the Bureau to lay down a definite 
rule in advance which will fit all 
situations. 
retary Morgenthau has _ indicated, 
recognizing that 
necessary and legitimate expense of 
doing business as long as it is not 
carried to an unreasonable extent 
or becomes an obvious attempt to 
avoid tax payments. 
applies whether the company has no 
government contracts, whether it is 
selling both to government and to 
consumers or industry, whether it 
is wholly converted to war produc- 
tion, whether it is a new company 
selling only to government, or 
whether it is a new company selling 
to government and industry. 

“The Bureau has no desire to be 
arbitrary but it will, of course, 
uphold the statutes. Its collectors 


will, in each individual case, exam- | 


|ine the records and act accordingly. 
| If an advertiser feels the decision of 
the collector is wrong, the burden 
of proof of that fact rests upon him. 
He can, of course, appeal the deci- 
sion if he feels an injustice has been 
done. 


Advertising for the 


Government 
“Under Section 23 (0) of the 
Code, an individual may make a 


gift to the government and deduct 
that gift from his income tax. 
Section 23 (q), however, referring 
to corporations, omits this provi- 


- . — 


sion. There is, therefore, no proyj- 
sion in the law for allowing as a 
deductible expense monies or time 
or space given directly to the goy. 
/ernment for advertisements signeg 
solely by a government bureau o, 
department. If, on the other hang 
advertisements featuring the sale of 
war bonds, conservation, nut: 
or other government objectives are 
clearly signed by a Corporation, 
such as ‘This space donated by the 
John Jones Co., manufacturers of 
Jones’ vitamins,’ the advertisement 
will be considered as an_ instity. 
tional or goodwill advertisement of 
the manufacturer and hence, de- 
|ductible, provided, of course, that 
the expenditure is reasonable and 
not made in 


lion 


an attempt to avoid 

| proper taxation. 
‘ 
‘Advertising’ | 
nail 


“By ‘advertising,’ the Bureau in- 
cludes all forms of advertis ng 
recognized by the industry of which 
the individual company is a purt, 
such as newspaper, periodical, biisi- 
ness paper, radio, car card, outdoor, 
display, motion pictures, house 


organs, direct mail, etc. 
| 


Advance Rulings in 
Individual Cases 


“In view of the foregoing matter, 
the Bureau feels that applications 
for rulings in advance on advertis- 
ing expenditures of specific compa- 
nies should be necessary only in 
most unusual circumstances. If an 
advertiser will follow the rules laid 
down, he should have no difficulties 
in determining whether a _ given 


practice to} 
peacetime pro-| 


with their names and hence their | 


reasonable. As} 


deductible is| 


In general and as Sec-| 


the Bureau will be rational and fair, | 
advertising is a| 


This principle | 


advertising expense is justifiable or 
not. 

“The Bureau will consider appli- 
cations for individual rulings on 
specific items but the advertiser 
should realize that no obligation 
rests upon the Bureau to render 
such rulings, that the Bureau is 
busy with an unusual volume of 
work, and that, in general, it be- 
|lieves such rulings will be unneces- 
sary in the light of information put 
forth in this letter.” 


Issues New Rate Card 


The Minnesota Radio Network, 
through KSTP, its key station in 
St. Paul, has issued a new rate card 
which shows that one “A” hour is 
now $600, using the Group A plan, 
which includes KSTP, or $200 using 
the Group B plan, which uses the 
jother stations of the network, 
lomitting KSTP. The rate card is 
effective Sept. 1. 


Gets Perfume Account 


Renoir Parfums Ltd., New York, 
has named Abbott Kimball Com- 
pany, New York, as its agency. 


32 Dozen! 


384 advertisers in Business 
Week in the first half of '42 
...an increase of 29% over 
‘41's first 6 months (one ree 
son why July pages are 44° 

up over last year). 


“Cover-to-cover, the facts ind 
that it is one of the most USE! 
magazines in America lod 
Wherever you find it, you fine @ 


business man . well infor 


a 


al 


to 
th 
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> JAPT TO BE OVERLOOKED 


money to spend as never before and they are spending it... on food (for 
are the steadying women folk behind the country’s industrial war workers 


the working man has always believed in good eating), on home furnish- 


those understanding, devoted women who make tired men look forward ings, on children and having more children, and on 


to coming home. Let’s have an Army-Navy “E” for the women, for those themselves... on looking beautiful! Don’t minimize 


thousands of anonymous homemakers who make over tired men and send 


that last. A spruced-up Missus is tonic to her man. 
4 them back to work full of pep. 


Cultivate these women ... cultivate them in special- 


Will your advertising for ’43 sufficiently recognize such women? They have ized magazines geared to their reading taste. 


{MACKFADDEN WOMEN’S GROUP 


Five magazines, editorially akin, reaching a homogeneous group of young, 
married “Judy O’Gradys.” All five magazines offer entertainment, offer 
scape; but also, true to the Macfadden standard, all five magazines 


offer inspirational, real-life lessons in simple, upright living. § The 
Group buy affords more circulation for advertising dollars . . . more 


The woman behind the man 
working-class homes, homes not reached by other women’s magazines. 


behind the man behind the gun 


TRUE ROMANCES ° TRUE EXPERIENCES ° TRUE LOVE ° RADIO MIRROR 


PHOTOPLAY 


$29 
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Consumers Union 
Has ‘Victory Plan’ 
-at $4 Year 


Attacks Advertising 
in the Name of 
Civilian Defense 


By IRWIN ROBINSON 

New York, Aug. 27.—Business as 
usual was long ago declared out for 
the duration, but seemingly the 
news hadn’t gotten around to cer- 
tain vociferous, professional con- 
sumer spokesmen — notably Con- 
sumers Union, persistent critic of 
advertising—until today. 

This fact highlighted a study of 
the elaborate exhibits on consumer 
defense currently housed in what 
was formerly the New York City 


teer Office to dramatize the various 
services rendered by this branch of 
the war effort. 

Included in the exhibits one 
section sponsored by the Consumer 
Services Committee of the civilian 
defense organization, headed by Dr. 
Persia Campbell, professor at 
Queens College, and long a promi- 
nent participant in consumer activi- 
ties. It here that Consumers 
Union discerned a lush opportunity 
to make hay in the civilian defense 
sun, and the evidence is that C-U 
was doing an effective merchandis- 
ing job in its own behalf. 


IS 


is 


Get Consumers Union Story 

Visitors to the civilian 
exhibit are invited to take with 
them numerous leaflets and other 
information on efficient buying 
issued by various government agen- 
cies. And mingled with these earlier 


defense 


| this week was a 15-page “discussion 


“A Consumer 


” 


outline,” entitled 
Program for Victory, 
Consumers Union. The outline is, 
in effect, a skillfully prepared piece 


| frequently 


prepared by | 


TISING AGE with reference to the 
presence of this private sales pro- 
motion apparently caused officials in 
charge to review the situation, how- 
ever, because another visit to the 
information center today disclosed 
that the C-U sales literature has 
disappeared, temporarily at least. 
Inquiries at the office of Dr. 
Campbell disclosed that the “techni- 
cal committee” which acts in an 
advisory capacity in promoting the 
activity of the Consumer Services 
Committee includes Dexter Masters, 
C-U executive, and Sidney Mar- 
golis, staff member of PM, who has 
written for the news- 
paper on advertising and merchan- 
dising subjects in a critical vein. 
Other members of the advisory 
committee, listed by Dr. Campbell’s 
office, are Albert Bliss, Bliss Dis- 
play Company; Richard Rodman, 
Bloomingdale’s department store; 
J. A. Rosenberg, Abraham & Straus 
department store; Roger Wolcott, 
National Consumer-Retailer Coun- 
cil; Ephraim Freedman, director of 
R. H. Macy’s Bureau of Standards; 


\didn’t know “whether he was or | 
was not” a member of the commit- | 
| tee, : 
‘the project was originally proposed |Ple can get a reduction of $1 | 


When questioned by ADVERTISING 
AGE, several of the people named 
appeared somewhat vague on the 
functions and activities of the tech- 
nical committee. Four denied spe- 
cifically that they were members of 
the group. Mr. Wolcott said he was 
not a member. Mr. Rodman said an 
invitation to join had been extended 
to him, but he turned it over to 
other Bloomingdale’ executives, 


none of whom accepted. Mr. Rosen-| 


berg likewise emphasized the fact 
that he was not a member of the 
committee. Mr. Bliss said he had 
attended a meeting several weeks 
ago, at Dr. Campbell’s invitation, 
but pointed out then that he would 
not be in a position to give his time. 
Since the initial get-together, he 
added, he had heard nothing further 
of the group’s plans, and does not 
regard himself as a participant in 


the program. Mr. Smith said he| 


having expressed doubt when 


|C-U asks. 


ee 


Pond’s, Woodbury, Arrow and M 
hattan shirts. In discussing price, 
of branded articles, C-U hits Ww, 
inghouse vacuum cleaners a wa] 
And finally, to deliver its coup q 
grace, C-U drags out its pet pee, 
—Listerine. Sal Hepatica, Ex-] 
Tums, Alka-Seltzer and Cast 
don’t fare any too well at the hand. 
of the critics, either. Someho 

all sounds familiar. 

The “consumer program for 
tory,” promised at the beginnin; 
the lengthy tirade, seems long 
arriving—but here it “Ww 
buying guides can we rely o) 
“We have some idea n 
what not to trust. But is there ; 
guide to look for when we buy? 

Of course there is—grade labe!- 
ing, “our own guided observatio: 
and — you guessed it — Consunmy 
Union reports. Step right up, fo! 
and join the big parade. 

“Anybody can join Consum: 
Union. The cost is just $4 a ye 
And organizations or groups of px 


is. 


that consumer co-ops would fit into| Person if 15 or more join at onc 


Information Center in Pershing} of sales literature which rehashes| Dr. Lillian Locke, Teacher’s Col-| the program as conceived. OPA Target of Attacks 
Square, just across the street from|many of C-U’s old complaints| lege, Columbia University; Robert| The c-u literature, apparently | 

Grand Central Station. The low-| against advertising and _ brand| Smith, Eastern Cooperative Whole- | prepared for use in schools begins | Having presented its sales sto 
slung building, whose expansive|names and then proceeds to solicit) sale, Inc.; George H. Boston, Agri- | with a discussion of the thesis that C-U lets down somewhat from 1 
display windows face one of the|membership at $4 a crack. All in| cultural Marketing Service; A. E. | “victory will be decided mney only | Point on. It urges the “full co 
most crowded thoroughfares in the|the name of “consumer defense’’| Lowe, Food and Drug Administra- | x “\eration of the people” in ~back 


by armies, but by production, dis- 
tribution and transportation. How 
can we, consumers, help to 
strengthen these war weapons? 
How can we as consumers help to 
win the war?” 
' In answering these questions C-U 
recommends conservation (with the 
aid of C-U monthly reports), proper 
Another FORT PITT ’ choice and proper cooking of foods 
7 (Bread & Butter “designed to 
a poster carries THE SEAL : give us most for our food dollars”’), 
OF LITHOGRAPHIC salvage and wise buying. 
The presentation begins to work 
MERIT |} up steam when it launches into an 
expansion of the latter function. 


| Advertising Gets Cracked 
| “Too 


city, is now utilized by the New| 


and “victory.” | tion, and Mrs. Foley Gannon, New 
York City Civilian Defense Volun- | 


The original inquiries of Apver-| York City Department of Markets. 


up the anti-inflation program, at 
|same time letting go at the Off 
of Price Administration and Le 
Henderson with a few kicks in 

shins. 

“The Office of Price Administ: 
tion, which administers price c¢ 
ings, is under pressure from ma: 
business interests which would | 
to see the price order fail. T 
effects of such pressure have be: 
demonstrated in the OPA’s failu 
to set up quality standards for m: 
goods, and by the failure to gi 
consumers a real chance to parti 
pate. We must counteract t! 
business pressure. The President 
asked for public support when }x« 


as 


we oe mee 


Se 
KS 


1S 


much of our buying is : 
determined by high pressure adver- | @nnounced his anti-inflation  pro- 
tising which still wants to sell us gram. We can back him up 
non-essential goods. For instance,|demanding thorough __ protect! 


from the OPA.” 

Become a consumer volunteer 
your community Victory or Defense 
Council, C-U urges. “This work 
fully as important any othe 
branch of civilian participation 
the war effort. Bombs may 4d: 
once in a while—but profiteering 
price chiseling and false advertisi: 
go on from day to day. 


|}look at the rash of ‘patriotic’ vita- 
min pill advertising. Listening to 
radio announcers, you might sup- 
pose that your first duty in the war 
is to rush out and buy Vimms, 
Nutri-Vac or One-A-Day vitamin 
pills. . . The money spent for vita- 
min pills will yield us bigger divi- 
dends if spent on meat, fresh vege- 
\ tables or milk.” 


as 


| (C-U then recalls how, before the “We won’t accomplish miracle 
war, “millions of us spent our time | double our buying power or elin 
and money keeping up with the mate wastes in distribution ove 
ure” cyfiies Joneses — that advertised family | night by organizing. But we'll 
cabot? —_ "4 with the streamlined refrigerator,|@ long way on the road towa 
3 ‘new car every year and deluxe! doing our job as consumers. W*: 
| vacuum cleaner. The Joneses bar | learn to conserve, to use our bi 
you from their bridge club if your | longings carefully, buy new on 
salt cellars stick. They tell you you wisely. We'll make immediate savy- 
will lose your husband if his shirts | ings through our increased know'!- 
. ’ show tattle-tale gray—and there's | edge of the goods we buy. Most 
‘ only one soap which gets rid of it.| important, we'll exert our united 
“It’s time for us to forget about | Pressure towards the job of main- 
the Joneses. They were only a copy-| taining a healthy, strong Ame: 
| writer’s dream, anyway. We are all | © win the war—building a gre : 
; Americans fighting to preserve our |™ore prosperous, happier Ame 
CONTINENTAL way of living. There’s no room now | @fter the war has been won. 
LITHO. 'for such display and rivalry. We| Curtain. 
core. 4 must buy only those products which Thus endeth “A Consumer Pro- 
we need. And when we buy we | 8am for Victory.” 
must be sure that we are getting Teas ae eae 
brands which will give us best To Stanfield & Blaikie 


value for our money.” 

Although advertising “serves a 
legitimate function in letting us 
know what goods and services are 
available,” C-U informs its civilian 


Joseph Robb & Co., Mont 
manufacturer of railway and - 
rine engineering specialties, h - 
pointed Stanfield & Blaikie, n- 
treal, to direct advertising. 


defense audience, “too few of the ° 
ads give us the information we Starts Fleetwood Drive 
‘ jew York 92 Thy 
need. When we buy things, what New ae Aug. oe = Se 
most of us want is genuine useful- |2@tonal_ campaign for Flee 
Me Axton - Fisher Tobacco Com 
ness. But the ads concentrate on . ane 5 
; ... new king-size cigaret, will 
glamor, prestige, useless features. next month. it was revealed her 
Advertising names singled out for | today. McCann-Erickson the 
derision because of copy appeals are | agency. 


ont , 
LITHOGRAPH CORPORATION | 
ee ee a : ont Ossie 


_. _ KROW 


THE SHOWMANSHIP STATION 
1000 Watts 960 KC 


San Francisco-Oakland 


FREE & PETERS, INC. 


Z- Exclusive National Representatives 
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Ewcomers To Chicago 
ane e¢¢ 
J1 
‘tl 
. Porter PALMER, twenty-six year old New survives, under the management of his son. chain operation... helped make the drug store 
en Yorker, prospered mightily in 1852 as Chicago's DanieL BuRNHAM, brought to Chicago by the most popular and most used modern utility 
‘k first merchant to guarantee satisfaction or his parents as a child of nine in 1855, was an and at his recent death, left a store system in 
- your money back. When the shopping district apprentice architect in 1867, founded his own 125 cities under the management of his son. 
di was Lake Street, he foresaw the future of State firm in 1873. He helped rebuild the city after 
we Street, bought a full mile of frontage, erected the fire of °71, designed many of Chicago's 
buildings and a hotel, all of which were lost first skyscrapers, the Masonic ‘Temple, First 
cle in the Great Fire. Strong in faith, he borrowed National Bank, the Marshall Field store; was 
$1,700,000 a fabulous loan for the times, and the designer and director of the World’s Fair 
l started over. . . left an enduring fortune and of 1893. Pioneer in city planning, he sold the 
we an honored name. Chicago Plan, the park system and boulevards 
» be to the hard-headed business men of his day... 
or made modern Chicago his living memorial. These Names and others that belong to 
fone Cuartes Nercner, bundle wrapper at history now...once were young and unknown, 
M fourteen in the Partridge store in Buffalo. . . newcomers to Chicago... But they had much 
_ came to Chicago with the Partridges in 1870, to give Chicago; and Chicago had much to 
“a and at eighteen was general manager of their — give them. . . still has much to give anybody 
e Chicago store— which was burned out in 1871. who has something for Chicago. 
CI He started up the business in a shack after the The Sun had something to give Chicago 
JONATHAN ScamMon, from Maine, was a fire, eventually bought control . .. The Boston ...news, more comprehensive news, unbiased, 
twenty-three year old lawyer when he first Store is still operated by his widow. impartial, an honest and objective viewpoint. 
hung out his shingle in Chicago in 1835. He And because The Sun is doing a better job as 
persuaded the Eastern railroads to extend a newspaper, the people in Chicago who know 
nt their lines to Chicago, became the city’s first a better newspaper, and knew Chicago needed 
corporation lawyer, helped found the Tribune, one... have given their interest, confidence 
the city’s school system, and—still enduring and support; made ‘The Sun an advertising 
the Hahnemann Hospital. medium from its first issue. 
e Joun M. Smyru, born at sea in 1843 of Today, The Sun has more circulation than 
, Irish parents immigrating to Chicago, knew any new newspaper ever had; has carried 
grinding poverty after his father’s death, more advertising than many an old newspaper 
a prospered as the Inter Ocean’s best advertising will ever get. . . and the people who have 
alesman. At twenty-four, with a capital of Cuarces R. WALGREEN, born in a small made The Sun a medium are people whose 
— $250, he opened a small furniture store . . . town in Illinois, qualified as a pharmacist in business you need— to succeed in Chicago, 


The John M. Smyth Co., one of Chicago's 


great furniture stores for four generations, still 


Dixon, Ii., opened his first store in Chicago 


in 1902, had three stores in 1909, went into 


‘Today, in Chicago... The Sun isa buy for 


anybody’s money ... Ask the Branham man, 


THE CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Coffee Ad Plans 
Unaffected After 
New WPB Cut 


New York, Aug. 27.—A further | 


reduction of 10 per cent in the 
amount of coffee available to con- 
sumers next month, ordered this 
week by the War Production Board, 


apparently will not seriously affect | 


fall advertising plans, according to 


inquiries made here today. The 
new WPB order’ reduced _ the 
monthly base coffee quota 


| believe that it would not be impor- 
/tant. On the other hand, an indi-| 
'eation of its possibilities is seen in 
\the current Consumer Reports of 
|Consumers Union, which tells read- 
ers that “one way to get more cups 
per pound is to add a small amount 
of chicory to your regular coffee. | 
It will increase the yield by about 
30 per cent and, according to ex- 
perts, will actually improve the 
flavor of the brew.” 


Stocks Depleted 


| Since the 75 per cent limitation | 
‘on coffee sales went into effect in| 


—— 


number of customers. The ability 
to pack in half pounds, however, 
hinges to a large extent on the 
availability of packaging materials. 

Few coffee men cared to look 
very far into the future, but ADVER- 
TISING AGE was told that the indus- 
try generally believes that the pres- 
ent 65 per cent limitation will be 
superseded by a 50 per cent limi- 
tation before too long, and that 


'present and prospective cuts in the 


supply will inevitably lead, sooner 
or later, to decreased promotional 
volume. 


At the same time, introduction of | 
for| April, retail stocks have been con-|a whole new kit of merchandising | 


wholesalers and retailers from 75 | siderably depleted through a com-/|tricks can be expected in the coffee 


to 65 per cent of 1941 consumption, 
effective Sept. 1. 

While continuing for the present 
with fall schedules _ originally 
planned, indications among leading 
brands were that conservation 
would become the dominant theme. 
Pan-American Coffee Bureau had 
already planned an_ educational 
campaign, and a spokesman today 
asserted that the latest cut “only 
increases the need for conservation 
copy.” 

Whether chicory, once a common 
ingredient of much coffee, will 
return to the limelight as a means 
of coffee “stretch-out” was being 
given some thought by the industry, 
although most coffee men tend to 


bination of hoarding and inability to 
/replace normal purchases. As of 
| June 1, it is reported, twice as many 
retail outlets were out of stock on 
coffee as was the case in April, and} 
by the end of this month the per- 
centage of out-of-stock retailers 
will again have doubled. This situ- 
ation will naturally be aggravated 
by the new 65 per cent limitation 
order, which goes into effect Sept. 1. 

Half-pound packages of coffee, | 
which have been a comparative) 
rarity up to the present, are ex-| 
pected to blossom into full flower as, 
a result of the additional curtail-| 
ment, thus permitting roasters and 
dealers alike to spread their avail-| 
able supply over the largest possible | 


field, with each roaster and each 
retail outlet making every possible 
effort to capitalize on whatever 
coffee stocks may be available as 
traffic and good will builders. 


Atherton & Currier 


Named by Co-ops 


Atherton & Currier, New York, 
has been appointed agency to place 
a radio campaign to be sponsored 
this fall by the Cooperative League 
of the U. S. A. 

A fund of $25,000 has been raised 
for the purpose by consumer co-ops 
throughout the country. Attempts 
are being made to secure additional 
subscriptions. Transcriptions will 
be used in several key cities. 
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ERCHANDISING-MIND 
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Ahoy there! Looking for a trim craft to 


eo ™ 


convoy your sales message 


to wealthy Midwestern millions? Better consider KMBC — the stat’ on that’s 


“9 Ways the Winner” and fully rigged to supply smooth sailing for shrewd 


advertisers in this big important Kansas City area. KMBC is manned by 


a hand-picked crew of nearly 100 people — by far the largest station staff 


in this territory. They provide Kansas City’s finest programming production, 


and promotion . . . In the wake, come Kansas City’s largest audiences. No 


wonder KMBC carries a heavier cargo of national spot business than any 


other Kansas City station. Haul to and get aboard, won't you? 
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FREE & PETERS, INC. 


OF KANSAS CITY 


CBS BASIC NETWORK 


| 


Jewelers Appeal 2 
fo Treasury for 


Release of Silver 
Trade Claims 


NEW SLANT 


Plant Shutdowns 
Only Alternative 


New York, Aug. 26.—Asserting 
that jewelry manufacturers and 
retailers “have the right’ to petition 
Congress for legislation enabling | 
them to stay in business, G. H. Nie- 
meyer, president of Handy & Har- 
mon, today appealed for release of 
part of the government’s silver 
hoard to avert shutdowns among 
jewelry and_= silverware _ plants 
throughout the country. 

Mr. Niemeyer’s talk was one of 
a number of analyses of current 
problems confronting the jewelry 
trade heard today by the 37th 
annual convention of the American 
National Retail Jewelers Associa- 
tion. Others who addressed this 


morning’s session were Harley H. Gas Association 


Noyes, director of sales, Oneida, Copy Will Plug 


oo C. M. Kendig, president, Ham- 

ilton Watch Company; F. A. Bal- c 7 
onservation 
New York, Aug. 27.—Coincident 


lou, Jr., head of B. A. Ballou & 

Co.; and M. L. Millspaugh, presi- 
with a new War Production Board 
order curtailing consumption of 


dent, Samuel Kirk & Son. 
In making his plea for the release 
of quantities of government-held| manufactured gas by industrial and 
domestic consumers after Sept. 1, it 
was learned here this week that 


silver to jewelry manufacturers, 

Mr. Niemeyer echoed the senti- 
| fall copy of the American Gas Asso- 
ciation had anticipated the move 


ments of most of his listeners as 
well as speakers who followed him 

‘and will feature a _ conservation 
theme. 


THE BEER THAT MADE MILWAUKEE Fam 


Jos. Schlitz Brewing Co. featured its now 

giant “guest bottle” for the first time 

last week in newspapers of metropoliton 

centers, adapting previous magazine 

copy treatment to promote the larger 

bottles. McJunkin Advertising Co. 
handles the account. 


on the platform. With all other 
metals removed from the industry 
one by one, jewelry manufacturers 


| Ballou, Jr., 


have switched to use of sterling 
silver. In July this metal was 


placed on the critical list 
allowed for use only in certain 
essential instances. Current rules 
already limit the use of silver im- 
ported from Mexico and Canada, 
and after Oct. 1 a flat prohibition 
against use of the imported metal 
will go into effect. 


and 


Claim Supply Is Ample 


The fact was stressed that the 
industry was not seeking silver at 
the expense of the war effort, since 
there is an ample supply of the| 
metal in the Treasury for all non- 
war needs. 

An encouraging note was _ in-| 
jected into the proceedings by Har- 
ley H. Noyes, sales director of) 
Oneida, Ltd. Exhorting his listen- | 
ers not to “lose vision of the}! 
future,” he reminded them that 
2,500,000 new consumers come into 
the market every year. If the war 


|lasts three years this will mean a 
| potential market of 7,500,000, not to 


mention the four to six million 


returning fighting men who will be 


getting married and starting homes! 
delayed by the war, he emphasized. | 
In addition, Mr. Noyes pointed out 
that “we are now being taught new 
methods of precision manufactur- 
ing, packaging, new advertising 
approaches—all of which will go to 
work for you retailers at the war's 
end.” 

Representing the 
division of the industry, F. A. 
stated that silver was 
the key to the problems facing his 
| branch, too, since it is the only base 
left. Reiterating the plea for release 
of government-held silver, he as- 
sured the audience that “these 
efforts are predicated on a belief 
that not all available silver supplies 
are wanted in the war effort.” 

C. M. Kendig, president of Ham- 
ilton Watch Company, predicted a 
great scarcity of watches in this 
country if the war continues, due 
to manufacturers’ conversion of 
|plants to government needs. He 
asserted that even if all the Ameri- 
can jeweled watch manufacturers 
dropped government precision in- 
|strument orders and worked exclu- 
sively on watches, and if imports 


“gold-filled” 


continued as in the past, production | 


would amount to only 7,000,000 
watches, a figure still insufficient to 
|meet today’s needs of 


others connected with the war. 


and-white pages 


| elected 


doctors, | 
nurses, civilian defense workers and | 


Scheduled to break during the 
first week in September, the AGA 
drive will be featured by black- 
in Collier’s, Life 
and The Saturday Evening Post. 


The ads will concentrate on “what 


gas is doing in war production,” and 


|emphasize the vital need for con- 


servation. Insertions are planned 

once a month and will continue for 

the remainder of this year. 
McCann-Erickson is the agency. 


Knodel Named V. P. 


of Free & Peters 


J. W. Knodel, with the company 
since January, 1938, has _ been 
vice-president of Free & 
Peters, Inc., radio station represen- 


tative, and sales manager of its 
Chicago office. 
Mr. Knodel was formerly con- 


nected with the advertising depart- 


iment of the old Omaha Bee News, 


in charge of automotive and appli- 
ance advertising, and prior to that 
was with the Star, Lincoln, Neb. 
and the Omaha World-Herald. 


Profitable Since 1919 


O. J. Elder, president, Macfadden 
Publications, stated last week that 
the Macfadden monthly magazines 
have had an uninterrupted histor) 
of profits since 1919. A typographi- 
cal error caused the latter ye 0 
be printed as 1939, in the Aug. 24 
issue of ADVERTISING AGE. 


District Employment 
And Payroll Gains 
Lead Empire State! 


The industrial district compm 
ing Troy and vicinity cities > ed 
the greatest employment and »@) 


roll gains in New York State '" 


July. Advertise and sell whe the 
selling’s good in active majer 
markets! 

| me ; 
(om \ THE Trey RECORD 


RH ORD 
sewsrarres (THE TIMES RECORD 


ee — ‘ - soi ie Zz Reger wien 3 be Bes. J ; ; , ae ae a ae po By ; ; _ ie 7 SRE a. iy -. ney 
| es a 
" ————— EE — 
oi 
? a 
| ae ee - ' om eee 
5 7 
: f A Guest Bolle 
‘ a~ - Sones rae wlan 
YE 
By Seencceaaen 
’ / ‘ %. 
‘Pig Y 
| ib a } — 
; T oe, -~_S if a Z| 
a _ 5 , 
+r , 
Se eee 
en ” 
: siseenaieiaet EEE LL TT 
; | 
ca 
Ty P| ee ae sa 
is pO 
si ee a 
pa ¥ | 
ee 
a: 
4 ee 
se Po 
oe 
is SCS 
F a 
os ouoanaomauaeeEe—_ | 
a a ‘= re 
‘a ‘ o* = ss a -~ <r eae, 
oe i — ae —— * 3 
“se ten = \ ke = = et, 
ea aa = - slee:. . rte 
Ea —- 1 | os ay ~~ — . . a 
a3 — aon 8 66 i o. ae 
. “i = 2 ¥ , ' oN -_ ai bs. ete — _— a = 
K me Sy J Re M mi a= = ae to 
e 3 _ — 7 Z“Z nN cw a 
er = ™ = a — ‘ 
ae -% ~ fe ls ny 
: ' } s Ys . <5, : w + 7 
; : Ai: — . "a 
ha) ie 
"aall 
— : 
By : a , : : ’ 5 : : : f . ti Pe ove : “ : Pat 250" Se age 5 3 ; vg = aS in ee Rai Sade, ; b “_> ue oy ae ie es Ss a 5 a a sa ere: 
e a A ae ne , - ts = ’ * ae e — ee “ mi : ha =a oN ae cA : eS gras tan . ee + es 7 We 
reed a ts eee ‘ idee a oe ae Spa : er, of: A ees hy, Ao , FT a a Lar 2: a ¥ eee oo eae T oe ete ne: galt is ar ; os mae ot ook ue 
; Wey 5 ai a gee ie Re ee eee ai ER A Ta ae ae a eS en a as aoe ph, oes e Ys Eh ine ee oie REE iho ap: ae ee re e aaa 


Ge 


2 August 31, 1942 ADVERTISING AGE 7 


(An Editorial) 


3 Ge BUILDING INDUSTRY 


THE FIRST TO EMERGE 
i * 


ONG before the place for signing the peace is designated, the building industry will 
be hammering itself from under the intricacies of the various war agencies and 
restrictions. Our main objective in presenting our views at this time is to throw 

the light of truth on conditions in this industry as we see and believe them to be. As pub- 
Co. lishers of a group of building papers this is our plain duty. 


= Most manufacturers of building products, particularly the so-cailed non-critical 
materials, have been manufacturing at their maximum capacity and these materials are 
being assembled into finished products as rapidly as they are delivered. War building is at 
a peak now and will continue at that peak for several months more. The building of 
factories, munition plants of various natures, and barracks for soldiers and dormitories and 
ident homes for workers must, of necessity, in the near future slow down with the inevitable slack- 
—- ening of war demands on building materials. 


1 it The release of labor from these activities makes it necessary as well as possible 
that immediately to find work for a large army of craftsmen in their normal pursuits (that of 


oneal building). Most of these men have devoted their entire lives to the building industry, and for 
ation various reasons are not adaptable to work in war plants. We believe there is no exaggeration 
1 the in the assumption that if we have the materials and the men and the need and desire for 
— buildings that there will then be building at once. Bear in mind that if the worst comes to 

Life the worst a great amount of building can be done with very little of the critical materials. In 


many cases those accessories requiring materials and products not available during the war 
” and can be added later. 


anned Repairs and maintenance must goon. Even in so thoroughly a war-regimented 
adiogs country as Germany this has been recognized. As recently as last month the German 
ncy. government asked its people to refrain from making any but necessary repairs. The inference 


is plain that, after 3 years of intensive warfare, demanding super-human efforts and sacrifices, 
Germany still permits repairs and maintenance. So will this country. 


— Under L-41 restrictions, a large volume of building in remodeling and alterations 
been can be generated. 


ree & 

ae The farm market, under the urgent necessity of producing food for us and our 

wen allies, is limited only by the building industry’s selling ability. 

lepart- The new war home communities must be served. Isn't it reasonable to presume 

appli- that new cities and neighborhoods must have their conveniences? For example, on the out- 

0 Neb, skirts of a certain city there has been built a factory requiring, roughly, 15,000 employees, 

- with no adequate living quarters. Now that houses have been built, where are these same 
families going to shop, worship, entertain themselves, and be taken care of generally? The 

‘fadden more likely that this war is to continue, the more the necessity of rounding out the every day 

cnaiats needs and conveniences. 

bot i. What we must think about is that, when Uncle Sam stops buying, the only big 

— market for building materials will be what might be termed the ‘invisible’? market: Repairs, 
Maintenance, Remodeling, Additions, Farm Construction. 


We say ‘“‘invisible’’ because no one has ever accurately measured the size of this 
market. Little of it ever appears in building reports or statistics. We can’t see it in the normal 
course of our travels, like we see new homes and new subdivisions. Yet this market consumes 
more building materials than any other single group or section of the building industry. 


vo ~ 
Gains 


2 | PRACTICAL BUILDER 


mai “THE HORIZONTAL CONTRACTOR- BUILDER BUSINESS PAPER” 
cn 59 EAST VAN BUREN STREET CHICAGO 
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' was produced for all governmental, | companies will not be limited to . 
Adds Fred Schnake WPB Stands h theatrical and non-theatrical pur- | their previous consumption. Ow! Spot Radio 
ae cen sg gy age eae poses during the previous year. Producers of one-reel and longer Series to Tell 
erly operate s oO agence’ 


/ under that name at Milwaukee, has 
joined Schnake & Fawcett Mfg. 
Company, Evansville, Ind., as public 


relations and employe _ relations 
director. He will also supervise 
priorities. The agency at Milwau- 


kee will continue to operate under 
the same name, and will be directed 
by Irving G. Rahn. 


“dre you sure, Sir, we wont be 
interfering with the reception of 


Guns on Advertising 
Film Ban'—Hopper 


Industry Suspicious 
of Hollywood Influence 
in Washington 


Washington, D. C., Aug. 26. 
The War Production Board this 
week stood by its announcement 


that no 35 millimeter motion picture 
film would be available “for com- 
mercial advertising purposes,” de- 


spite the protests of a number of 


the makers of advertising films dis- | 


claimed 
put them 


tributed in theaters, who 
that the action “would 
out of business.” 
Following a conference yesterday 
with representatives of various gov- 
ernmental departments and indus- 
try groups concerned with the use 
of commercial motion picture film, 
Harold Hopper, chief of the WPB 


Reveals “Urgency” List 

Mr. Hopper indicated that every 
effort would be made to meet the 
requirements in turn of the follow- 
ing groups: 

1. The armed services, who will 
receive all of the film they request. 

2. Non-governmental films, bear- 
ing on the war effort, when recom- 
mended by the armed services. 

3. Governmental films for 
civilian agencies, when recom- 
mended by Lowell Mellett, chief of 
the motion picture division of the 
Office of War Information. 

4. Non-governmental films, bear- 
ing on the war effort, when recom- 
mended by civilian agencies, and 
approved by Mr. Mellett. 

5. Non-governmental films, bear- | 
ing on the war effort. | 

He repeated his announcement, 
made concurrently with the issuance 
of the WPB film order last week, 
that no film would be made avail- 
able for commercial advertising | 
purposes. 


Hollywood Not Hit 


illustrated, long-range advertising. 


through the war years . . . by means of well-designed, 


CONTACT 


motion picture and photographic The Hollywood theatrical film 
WEDF Flint Michigan?” section, pointed out that the armed producers’ will receive approxi- 
forces alone would require more| mately the same amount of film 
film during the coming year than! they consumed last year. Newsreel 
le ; 
/ 
A | 
{ 
t i] \ 
, ag 
; ~ 
\ S&S e>- 
‘._ «4 
SS es ~ 7 
is MISO bite = = 
\ \ 4 ? 
~ \ AN 3 
f 
i 


VIACT 


Businesses that hope to survive will maintain contact with 


the buying public, dealers and manufacturers . . . especially 


well- 


JAHN & OLLIER ENGRAVING CO. 


Makers of Fine Printing Plates * Artists » Photographers 


817 W. WASHINGTON BOULEVARD « CHICAGO «+ TELEPHONE MONroe 7080 


advertising films, who have turned 
a part of their facilities over to 
governmental work, and to the pro- 
duction of morale, production drive, 


and war equipment service and 
maintenance films, said following 
the conference that much of the 


work they are now doing had direct 
bearing on the war eflort, and could | 
gain approval by the armed forces 
or Mr. Mellett. These producers | 
also indicated that they would con-| 
centrate on filming direct on 16 mm. | 
amateur film as the result of the| 
order. 

The order did not, as reported in| 
ADVERTISING AGE, Aug. 24, freeze all | 


film in the hands of production 
companies on Aug. 20. 
COMMERCIAL MAKERS | 


AWAIT CAPITAL’S WORD 
Chicago, Aug. 26.—The commer- 
cial film makers and distributors of 
this city still awaited developments 
from Washington this week to | 
the possible future of their opera-| 
tions. The WPB order which froze | 
raw stock in the hands of manufac-| 
turers, and Harold Hopper’s re-| 
ported quotation that no raw stock} 
would be available for commercial | 
advertising pictures, were not re-| 
garded the last word in the | 
advertising film battle for survival. | 
Even if advertising films were 
completely ruled out, one dis-| 
tributor pointed out, there. still 
remains a no-man’s land between 
advertising films and those of the 
war effort variety. In which classi- 
fication, he asked, does a film pre- 
pared for cereal maker empha- 
sizing proper nutrition come? 


1 


as 


as 


as 


a 


Dislike Hollywood Affluence 


There is a grim feeling apparent 
in the commercial film ranks to the 
effect that “‘Hollywood’s on the in- 
side, and Hollywood sold us down 
the river.” The amount of film 
used by commercial makers, com- 
pared with the film capital, is small. 
One official said: “If each major 
would surrender two ‘B’ pictures a 
year, the commercial film business 
would be in fine shape.” 

The general decision of the com- 
mercial film business here is to let 
matters ride until its representa- 
tives have had a chance to tell their 
stories to Washington. There was 
a good deal of dark talk, however, 
that if Mr. Hopper refused to miti- 
gate the advertising film ban, the 
film makers would carry it higher. 


Schenley Replaces 
Red, Black Label 
With New Blends 


New York, Aug. 27.—Schenley 
Distillers Corporation has changed 
the names of its Red and Black 


Label blended whiskies to Schenley 
Reserve and Royal Reserve, and 
will launch a campaign for the new 
blends in newspapers and maga- 
zines starting Sept. 1. The news- 
paper copy will consist of straight 
announcement ads, which = are 
scheduled for 125 papers covering 
84 cities across the country, and will 
continue for a month. 

Magazine insertions for the two 
newcomers to the Schenley family 
will feature selling copy describing 
an “improved formula” with use of 
older whiskies than previously. The 
ads will appear in Cue, Life, News- 
week, The New Yorker, Redbook 
and Time. J. Stirling Getchell, Inc., 
is the agency. 


james Jewell Joins 
MacFarland, Aveyard 


James Jewell, formerly radio 
director of Stack-Goble Advertising 
Agency, has joined MacFarland, 
Aveyard & Co., Chicago, vice- 
president in charge of radio. 

Mr. Jewell’s appointment is part 
of the agency’s over-all expansion, 
which will include radio, copy and 
research departments. Miss Evelyn 
Stark continues as radio director. 
Mr. Jewell has previously been di- 


as 


rector of drama for WXYZ, De- 
troit and program and production 
manager of WWJ, Detroit. He is 


president of Jewell Productions, 


Detroit. 


of War Effort 


Washington, D. C., Aug. 28 
Office of War Information wil! 
dertake an extensive sustaining 
radio campaign beginning Sept 
to acquaint the public with 
war effort of the United Nation 

Electrical transcriptions wil) 
made by H. V. Kaltenborn, Wi 
L. Shirer, Gabriel Heatter, 
Com. Walter Winchell, Rayn 
Clapper, John Gunther, John 
Vandercook, Earl Godwin, Lo 


Thomas, Raymond Gram Swing ; 


Pearl S. Buck. 

There will be 43 transcribed 
minute spot announcements 
which stations will be 


in 
asked 


schedule at the rate of 10 per a 


seven days per week for six we 
in commercial programs, sustai: 
programs, and announcement 
riods. 

Sponsors of commercial prog) 


will be permitted to announce | 


the “sponsor has donated one mi: 
of his time for an important n 
sage.’ The announcements n 
be scheduled before or after, 
not during commercial progran 

The campaign was developed 
William B. Lewis, chief of the r: 
division of OWI. 


CCC's ‘Happy Days’ 


Becomes ‘Civilian Front’ 


week 


Happy Days, national 
newspaper which was iaunched 


1933 and circulated to Civilian Con- 
throughout 


servation Corps 
the country, 


camps 
has been changed 
Civilian Front and will be 
voted henceforth to news for 
about civilian defense workers. 


The change was made necessary 
abandon 


when Congress voted to 
the CCC as one of its econ 
moves. Melvin Ryder, who foun 
the weekly newspaper, said 


publication will cover activities of 
the Office of Civilian Defense and 
other defense agencies. First issue 


of the new paper ran 12 pages. 
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No one’s going to pin a medal on her. She’s not 
knocking down any Jap Zeros. She’s not drawing a 
bead on any Panzer troopers, and she’s not dropping 
any bombs on Berlin. There’s no glory in what she’s 
doing—yet she’s fighting a great war! 

She’s feeding her family more nutritious foods 
because she knows only healthy nations win wars. 
She’s carrying stevedore-size bundles from the mar- 
ket to save tires. She’s patching and darning to make 
vital materials last longer. She’s taken a first aid 
course, and rolls bandages for the Red Cross. She 
heeds the call of every relief fund, and a good share 
of her allowance goes into the piggy bank for extra 
War Bonds and Stamps. 

She’s taking this war seriously. Today, more than 


ever before, Southern California women are writing 


THE AMERICAN HOUSEWIFE 


or calling* The Times for recipes, patterns, health 
building menus, pamphlets on conservation, on gar- 
dening, and, because they are still women, on beauty! 

If you’ve a story to tell Southern California 
women, tell it in the newspaper upon which they 
depend for guidance—the newspaper that prints 
more advertising addressed exclusively to women 
than any other Los Angeles newspaper .. . the Los 


Angeles Times! 


* 243,895 Women’s Service Bureau calls and 
letters received during first 7 months of 1942 


LOS ANGELES TIMES 


Represented by Williams, Lawrence G Cresmer 
New York * Chicago * Detroit * San Francisco 
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Change Economic 
Outlook, Arnold 
Warns Trade Execs 


Evanston, Ill., Aug. 25.—Winding 
up a week-long session of trade as- 
sociation executives at Northwest- 
ern University here, Thurman 
Arnold, assistant attorney general, 
told the group Saturday that this 
country must develop a different 
attitude toward economic institu- 
tions if we are to win the war and 
have prosperity in the post-war era. 

Repeating a familiar Arnold plea, 
the government’s trust-busting at- 
torney declared: ‘““‘We must abandon 
the system of security economics in 
which the investments of key in- 
dustries are protected by cartels 
and 
own system of economic democracy 
and competition.” 


restricted production for our | 


The steel and transportation indus- 
tries were cited in this regard. 

The Department of Justice official 
also warned of the danger of allow- 
ing these obstructive interests to 
/consolidate after the war. “All of 
the plenty which will come to this 
|country from the expansion of our 
economy during the war will be 
withheld if established institutions 
are allowed to block new enterprises 
on the ground that it is necessary 
to protect their investments,” he 
declared. 

Mr. Arnold singled out the auto- 
mobile industry for praise for its| 
progressive outlook and adherence 
to competitive principles. The rea- 
son so many automobiles were sold 
in this country prior to the war, he 
reported, was that the industry 
offered a luxury product at an un- 
|believably low price. “In a mo- 
nopoly economy,” he charged, “your | 
‘sole expansion comes in luxuries.” | 


War Inspires Ingenuity 
The trust-buster described the 
|destruction of oranges and the limi- 
tations imposed on the development 


genuity to the limit, and to develop 
new methods and new materials. 


“After the war,” he forecast, “we | 


will have our great opportunity. We 
will, for example, have enough 


ships and planes to solve our trans- 


portation problems, if we don’t limit 


their operations in order to protect | 


the railroads. My own efforts as 
director of trust prosecutions can 
succeed only so far as the people 
believe in striking down artificial 
devices for keeping up prices and 
developing free competition.” 


Research in Cincinnati 


Procter & Gamble Company is | 
doing research work in Cincinnati 


on a new premium offer for Camay 
soap. In a house-to-house canvass, 
housewives are told about two 


booklets, one on home decorations, | 


the other on handicraft. 

They are then asked which book- 
let they would select, if they have 
any suggestions for changing the 
booklets, whether the booklets live 
up to their description, and last, 
whether the housewife would send 
in three Camay wrappers for the 
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Hart Schaffner & Marx will inaugurate 


name alive until ‘civvies” 


‘Private Jeep’ 
Gets Top Billing 
inHS &M Copy 


Chicago, Aug. 26.—The whimsical 


camp newspapers next month to give the boys a chuckle and keep a fame 


Well whats om your mund Jeep? 
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a series of advertisements is 40 Arn 


are the rule once more. 


by an estimated 1,372,000 
Dealer copy, under individual] 
natures, will be aimed at identi! 4 
the store as headquarters for  #- 
duty buying. These advertisem ts 
will appear in smaller newsp 
of local camp cities. 


book selected. 
The blame for shortages of basic|of fluorescent lighting, charging | 6 


raw materials which have recently |that these instances were emblem- 
cropped up to plague war produc-|atic of a system which included 


ee exploits of Private Jonathan Jeep 
Freden to ‘Esquire’ may be expected to get a sympa- 
; ba | Alfred L. Freden, formerly sales| thetic reception next month when 
tion efforts was laid by Mr. Arnold|9 million unemployed as an irre-| manager with Collier Service Cor-| Hart Schaffner & Marx starts a 
to an alleged practice which had | ducible minimum. poration, New York, has joined Es- | series of cartoon advertisements in 
existed before the war of stabiliz- The war, as Mr. Arnold sees it,| quire, New York, as a member of| 40 Army camp newspapers. 

ing prices by restricting production.'is forcing industry to strain its in-! the Eastern advertising sales staff.| Hart Schaffner & Marx clothes 
|get second billing in the series, 
which is planned to run for the 
duration, but the company expects 
|'the campaign to create plenty of 
| good will and, incidentally, help 
keep its name and products before 
members of the armed services 
until the boys start buying “civvies” | 
/once again. 


In addition to its special 
promotion, the company plan 
ambitious advertising progran 
this fall in national magazin¢ 
its biggest merchandising job 
the last war. Both color and b 
and-white pages are scheduled 
Collier’s, Esquire, Life and The 
urday Evening Post. 


Conroy Joins Publicatio 
Dr. Peter J. Conroy, profess: 
pharmaceutical chemistry at F 
ham University College of P 
macy, will become pharmaceu' 
editor of Chain Store Age (a) 
| Cartoons by J. Walter spice the | gist edition), effective Sept. 1, 
|series depicting the adventures of |ing the absence of Dr. Willia: 
| Private Jeep, and the ads, 6 inches | Bonisteel, who has joined the B 
‘on 3 columns, will appear in the of Economic Warfare for the d 
‘largest camp newspapers from coast | ¥°"- 
'to coast. Brief captions point up ° . 
'the merit of H S & M clothes, such Boeing Campaigns 
/as “Next to a uniform, the best gal- Boeing Aircraft Company of Ciin- 
-bait has always been Hart Schaff- | ada is using large-space advertise- 
/ner & Marx clothes.” |ments in newspapers and technical 
| Tie-in advertisements by indi- | Publications in an ae cam- 
| vidual dealers will be suggested in | or kaa Gein eg ee ol ” 
connection with the series, which ‘and the start of regular and con- 
| will get under way the week of | tinuous production. Stewart Mcin- 
| Sept. 21 and will be seen regularly | tosh, Ltd., Vancouver, is the agency 


THEY’RE GLAD 
THEY BOUGHT 
ARTKRAFT*! 


Fortunate, indeed, are those who 
bought Artkraft* signs. Our war pro- 
duction schedule will not be such a hard- 
ship to them. Although they will be un- 
able to buy additional signs, they will 


have no serious maintenance problems on 
those installed, since Artkraft* signs, 
999 /1000°7 perfect, have been built for 
long life, require so little service. 

Artkraft* is 
America’s 


2 Of course much depends upon who is being intrigued by what. For ex- ey 
sa ample, in the Pittsburgh Market it would hardly be intriguing to leave un- ~-lens i ce dee ae 
covered the 144 suburbs surrounding Pittsburgh, in which you should sell of typical Arthraft® quality, we are pre- 
more merchandise than you do in the ABC City. 


serving, if 


selling, merchandisers. 


pared to render any necessary service. 


As soon as our country’s inevitable 
victory is attained we will resume pro 

Only through one Pittsburgh daily newspaper can you effectively cover these 

asad surrounding |44 cities and towns... the POST-GAZETTE . . . which offers 


50°, more coverage than either of the other two daily newspapers. 


duction of signs of all types, the signs 


which have gained the reputation for 


being the finest. 


To better help you get maximum serv- 
ice out of your present signs, we have 
prepared a booklet which covers opera- 


And in the ABC City, the POST-GAZETTE'S circulation is the second 
largest in Pittsburgh . . . that is why we say that the POST-GAZETTE is 


the only paper that offers you effective, balanced coverage of the entire 
ai Pittsburgh Market. 


Bi: PITTSBURGH POST-GAZETTE 


Represented Nationally By Paul Block & Associates 


tion and maintenance of all types. It 
tells how to detect and correct troubles. 


signs + Whether or not you have been an Art 


LONG 
LIFE 


i 
x 


kraft* customer, we invite you to write 
for your free copy. We believe that you 
will read it carefully and then file it 
for reference. 


—by ARTKRAFT* SIGN COMPANY 


GENERAL OFFICES: 900 E. KIBBY ST.. LIMA, OHIO, LU 


“REMEMBER PEARL HAR! OR 
BUY U. S. WAR BONDS NC * 


New York @ Chicavo @ Philadelphia @ Detroit s Angele 


@ San Francisco @ L s @ Seattle 
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i 
and Agencies t 


UY P.S. THE FIGURES WE GAVE 
UV WERE TOO SMALL! 


52% 73% 
... from 3¥%-to 70% of the top officials in the 13 Key Departments 


and Agencies in Washington can be positively identified as regular readers of TIME 


Y UR “TIME IN WASHINGTON” booklet—with 


We'll be glad to send extra copies of this 
ts valuable directory of more than 500 


most important Crossley and Hooper- 


Holmes survey, with figures revised to 


than the combined circulations of the next five 


executive magazines. Since then ‘vime's Wash- 
deci) ion-makers in the war time Capital — 


ington circulation has shot up another 33%. 
; . ; 0, 1942. Write “all She . 
comes to you now with an appendix of 91 August 10, 1942. Write or call Shepard 
« . . . . 
m ren bi nical Spink, TIME & LIFE Building, Rockefeller 
mor. names...and even bigger news: 


7 ; Center, New York. 
New figures just received show that TIME 
reac ies as regular readers practically two thirds 
fa\ key men in top Federal Departments *rime’s circulation in Washington (December 


and \gencies.* 31,1941 ABC statements) was greater by 22.5% 


22.5% THE WEEKLY NEWSMAGAZINE 
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Give the Packers a Chance 


The present difficulties with 
which the meat packers are con- 
fronted, in maintaining full supplies 
for the armed services and for our 


| 


fect. Then new retail price ceil- 
ings for meat and meat products 
should be established on the basis 
of the actual cost of raw material 


allies, besides taking care of domes- to the packers. 


tic needs, are not the fault of this 
great industry. A considerable part 
of the responsibility must be laid at 
the doors of Congress, which in en- 
acting price control legislation failed 
to control livestock costs, while au- 
thorizing the establishment of re- 
tail ceilings on meat products. Thus 
the packers and their retailers have 
been squeezed between rising raw 
material and a_ rigid price 
structure. 

In theory the packers would not 
have continued to operate under 
those conditions, but in practice a 
great industry services are 
indispensable to the public as well 
as to the successful prosecution of 
the war effort remained in the 
market for livestock, continued to 
process meat and to supply the 
trade. Both packers and distribu- 
tors naturally suffered 


costs 


whose 


losses be- 


| 
| 


cause of this situation, and it is to | 


the credit of the industry that mili- 
tary and civilian requirements alike 
have been met as well as they have. 

There are several things which 
can be done to remedy the situa- 
tion, and the first is obviously to 
bring costs of meat on the hoof into 
some relationship with prices on the 
counter. The Department of Agri- 
culture and various farm interests 
have indicated that they are will- 
ing to accept price control of farm 
products, and there is no reason 
why this should not be put into ef- 


It is ironical that the success of 
the meat industry in increasing de- 
mand for meat as the result of the 
remarkable advertising campaign of 
the American Meat Institute should 
now represent a problem. Not only 
have people been educated to the 
nutrition values of 
creased buying power represented 
by full employment at high wages 


. {tion is 
meat, but in-| 


| ports. 


has accelerated the normal demand. | 


The American worker always eats 
more meat when economic condi- 
tions permit a full dinner-pail. 
Meat rationing, which as usual is 
discussed in a casual and almost 
careless style by Washington big- 
wigs, should not be adopted until 
every other resource has been ex- 
hausted. Because of the concentra- 
tion of meat packing in a limited 
number of centers, with corre- 
spondingly long hauls to major con- 
suming markets, the problem is one 
of distribution even more’ than 
production. Thus a study of the 
best possible method of distributing 
all available might 
easily answer to the 


meat supplies 
provide the 
present problem. 

Livestock producers, meat pack- 
ers and food distributors have all 
been doing a good job. Let's give 
them a chance to develop a work- 
able program without disrupting 
the situation by ill-considered ra- 
tioning plans until all other efforts 
have proved unsuccessful. 


Advertising Finds Its Job 


Current statistics of 


volume are 


advertising 
Volume 
increases, 


encouraging. 


has been showing espe- 
which felt the 


brunt of the war through the elim- 


cially among media 
nation of advertising of many prod- 
ucts ordinarily promoted on a broad 
The summer pick-up of vol- 
ume has 


scale 
reflected a more favorable 
and all 
that agencies and media 


business psychology, indi- 
cations are 
owners will now be able to enjoy 
the sight of plus figures compared 
with the minus signs have 
accompanied most comparative vol- 


ume tables. 


which 


We think the explanation is fairly 
simple. It is that 
found a job to do, and is doing it. 
After the first shock of Pearl Har- 
advent of actual 
conditions, there was naturally some 


advertising has 


bor and the war 
and doubt as 
to just how advertising would con- 
tinue to function. But that advertis- 


confusion, hesitation 


ing has an important place in a war 
economy had already been demon- 
strated in both Great Britain 
Canada, and experience 


and 
here has 
proven that it must play an increas- 
ingly helpful role in the war effort. 

Advertisers who wondered at first 
what they should say and how they 
should say it 
sages to the nation which have com- 
bined information with inspiration, 
and have helped consumers directly 
through indirectly by 
building morale. The advertiser has 
consistently struck the note of de- 
termination to win the war by all- 
out production, along with prac- 
tical aids to help consumers get the 


have addressed mes- 


service and 


most from their present possessions 
of scarce articles. 
As more and more advertisers 
find important jobs for advertising 
to do, volume will continue to rise 
That’s good news not only for ad- 


vertising, but for the nation. 


BRINGING THEM UP TO DATE 


Reproduced by special permission of The Saturday Evening Post. 


Copyright 1942, by 


The Curtis Publishing Co 


“Will Bill be reclassified? What happens to Dick, now that he's given up the gas 
station? When will Mary find her ration book? Does Uncle Joe win his battle 
with the priorities board? Tune in tomorrow at this time and—." 


Ad-libbing 


Cheers and Jeers 

Consumer Reports, published by 
Consumers Union, gives the Read- 
er’s Digest a hand for its “campaign 
against advertising hokum,” as evi- 


denced by the cigaret and radio 
commercial stories. 
“Two whacks in a row from the 


little magazine with the big circula- 
enough to upset any self- 
respecting member of the advertis- 
ing fraternity,” says Consumer Re- 
“Naturally, if you're an ad- 
vertising man, you've got to do 
something about it. Knowing from 
experience what advertising men do 
when their works are found want- 
ing, we warned the Digest last 
month that it had better expect to 
be put down as subversive and Red. 
And so it has come to pass. 

“ADVERTISING AGE reports that the 
Digest has received an ‘unsigned 
letter ... in best copy style, charg- 
ing the monthly with a Commu- 
nistic attempt to destroy free enter- 
prise.’ 

“In a torn and bewildered world, 
this is heartening in its way. It 
shows that all the old, familiar pat- 
terns have not been lost. Probe an 
advertising claim, and the advertis- 
ing man still screams ‘Red!’ De- 
plore the taste of a radio commer- 
cial, and an adman will turn on 
‘free enterprise’ as readily as a juke 
box gives you ‘Deep in the Heart 
of Texas.’ ” 

Come, come, Consumers Union; it 
il! behooves a Great Scientific Or- 
ganization such as yours to make a 
hot summer out of one poorly- 
identified swallow. One anonymous 
communication out of a week’s total 
which ADVERTISING AGE reported 
was “fast approaching 5,000” 
scarcely justifies the assumption 
that admen are on a Reader's Digest 
Red hunt, does it? 


Dept. of Wasted Space 

Last week Stifel, Nicolaus & Co. 
(founded 1890 but no = address 
given) took 100 lines in the Chi- 
cago Journal of Commerce, in what 
your Ad-libber hoped was no longer 
the conventional financial advertis- 
ing style, to get over this burning 
message: 

“We recommend the purchase of 
United States War Savings Bonds. 
We are qualified as an Issuing Agent 
for the direct sale to the public of 
Series E Bonds. We also handle 
Series F and Series G Bonds. In- 
quiries invited.” 

Ah, what sublime 
carefully concealed 
gentlemanly reserve! 


what 
what 


dignity, 
ardor, 


Post-War Possibility 


Your Ad-libber, catching up at 
long last with Carl Crow’s “Four 
Hundred Million Customers,” writ- 


ten before war engulfed all of the 


| world 


and 
introduction of 
brush bristles, 


tooth 
six- 


synthetic 
finds in this 


| year-old book one good example of 


what the post-war marketing world 


may look like. 
Taking apples as an example of a| 
product which can _ be _ sold _ to! 


China’s 400 millions without undue 
effort, and estimating that a not 
unreasonable consumption figure 
might be 50 million apples a day, 
Mr. Crow points out that “if all the 
British ships which call at Shanghai 
(remember, 
ing but carry apples they could take 
care of only a fraction of the busi- 
ness. Besides, if there were enough 
ships to bring them here, the Chi- 
nese railways and_ “river boats 
couldn’t haul them away. And, 
also, if we sold all these apples to 
the Chinese, there wouldn’t be any 
apples left for the rest of the 


world. 

“Any time an export manager 
wants to enjoy a pleasant day- 
dream of the future,” Mr. Crow 


continues, “in which fame and pros- 
perity will unite to banish daily 
cares, all he has to do is to take 
a pencil and a pad of paper and 
start figuring out what sales he 
could make if he could only find an 
advertising agent clever enough to 
induce a reasonable proportion of 
China’s 400 million customers to 
buy his goods. Merchants wore out 


quill pens on the same pleasant 
speculations long before graphite 
pencils, calculating machines and 


advertising agents began to play an 
important part in the affairs of the 
business world. So long as people 
of one country make goods to sell 
to others, so long as_ ships 
the ocean and international trade 
exists, the golden illusion of the 
sales which may be made to China’s 
industrious millions will always be 
an intriguing one. No matter what 
you may be selling, your business 
in China should be enormous, if the 
Chinese who should buy your goods 
would only do so.” 


cross 


Miami—Summer Rush 

The boys who still think of Miami 
hot-spot winter resort which 
drops abruptly into lazy somnolence 
when the hell-raisers from Man- 
hattan and other points north have 
returned to their native lairs will 
get quite a shock from a brochure 
which WIOD of Miami has just 
published. It’s all about “the new 
Miami,” with pictorial presentations 
of summer crowds, air force men 
and many strange and wonderful 
things. The only concession to 
Miami-as-was is one page revealing 
(in the usual eye-filling style) that 
“war-busy Miamians take time out 
to select Eileen Knapp as Miss Flor- 
ida at famed Macfadden-Deauville.” 


as a 


incidentally before the’ 


this is 1937) did noth- | 


— — 


Information 
| for 
Advertisers 


The following documents ma. pe 
secured without charge from | .m. 
panies sponsoring them, or thr ugh 
ADVERTISING AGE, by any nat naj 
advertiser or advertising ag, ey 
/executive writing on his bus es 
letterhead. 


| No. 2033. How Many Women I ag 
the Service Magazines? 


| Issued by Good Housekee, 19. 
this brochure reports a Roper iy 
‘of readership of four won »’s 
|magazines, based on _ inter, ws 


with women in a sample of ‘the 
population representative as to * 
graphic section, age, economic el, 
position in the home, and em) oy- 
ment. The analysis shows i 
many U. S. “females 15 and © er” 
are reached by each of the m «a- 


zines, combined coverage of the 
four, and the number of rea ers 
per copy. 

No. 2034. Remote Control W »'t 


| Do in Fort Wayne. 

| Radio Station WOWO has is: ied 
'this folder, containing a cove: ige 
|map, market data showing the m- 
| portance of reaching this 62-cov ity 
|}area, and a report on a surve, of 
| morning listeners in which WO\VO 
comes out all right. 


No. 2035. Time in Washingto) 
Time’s circulation in Washington. 
D. C., is the meat of this book, 
which contains a name-by-name 
list of officials in 13 federal depuart- 
ments and agencies who are regular 
readers of the magazine. A descrip- 
tion of news gathering facilities and 
circulation methods is included 


|No. 1988. 
tion. 


Radio Station WFBR, Baltimore, 
|has issued this brochure, which an- 
alyzes Baltimore’s trading area, 
showing figures for population, 
|\families, radio families, retail sales 
and 1941 increases in employment, 
payrolls and other indexes of activ- 
ity. The station’s merchandising 
aid for its advertisers is outlined, 
and its facilities and programs dis- 
cussed. 


No. 2021. Calling All Fact Detec- 
tive Story Fans. 

Sgt. O’Space Buyer sleuths 
through the pages of this brochure, 
issued by Fawcett Men’s Group, 
looking for clues in the fact detec- 
tive story field. In the course of 
his grilling he turns up a lot of facts 
on this man’s market — number of 
readers, their occupations, spending 
ability—for the field and for Faw- 
cett Men’s Group in particula: 


No. 1966. As Certain as Sunda 

The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
certainty of assimilation of an 
advertising message in this medium 
are brought out in this folder issued 
by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
Metropolitan Group are out) ned, 
with figures on coverage and 
section readership. 


Maryland’s Pioneer Sta- 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporati 
issued these four presentati 
which demonstrate, with | ted 
specimens, the quality and | la- 
bility of Kimfect, Multife 
Trufect Levelcoat papers an ©! 
fect book paper. Each kit al n- 
tains unprinted samples fo! ting 
and comparison. 


and |! 


No. 2017. The Value and ! rr 
Use of Color. 

In this brochure, Stecher ung 
Lithograph Corporation sh tne 
advantages of using full col G- 
vertising material — how t se 


easily and with the most ne" 
Numerous color illustratior ring 
out the points of the text, brit 
tailed directions explain h« ct 
can be used most easily 
nomically. 


! 
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Age Boe ely Pte Shih 


Oficial British 
Advertising Bill 
Totals 15 Million 


Government Now 


Using 11!/2% of All 
Press Advertising Space 


By F. A. MARTEAU 


ndon, Aug. 10.—Total expendi- 
tu:es of various departments of the 
British sovernment for press adver- 
tis ng during the first 34 months of 
the war (from Sept. 1, 1939, to June 
0 1942) were approximately 
£3.305,000, Sir Kingsley Wood 

neellor of the Exchequer told 
th House of Commons in reply to 
a uestion last week. This is the 
ap proximate equivalent of $15,220 - 


Oi 

Che largest appropriation, repre- 
se! ting almost one-third of the 
total, was devoted to Sadia | 
of voluntary monetary contributions 
to the war through the National 
Savings Committee. This organiza- 
tion spent £1,251,100 during the 
period, or approximately $5,000,000 


during which the organization was 
responsible for the sale of bende 

Savings stamps and other forms of | 
financial offerings to the extent of | 
something like $1,892,000,000 in 1940 | 
or oc oe in 1941. The total | 
or he two years is approximately | 
$4,552,000,000, making = ae 

press advertising for this particular | 
operation slightly less than 1] ona 
hundredths of 1 per cent. Or, to oe 

the expenditure in more eaten. | 
standable terms: for every dollar | 
spent in press advertising, ‘the Na- | 
tional Savings Committee succeeded 
in making $910.40 worth of sales 


Other Departments 
| 


rhe cost of press advertising b | 
other departments, in order 7 
amounts during the Sicmenth 
period were as follows. All figures | 
ven in dollars, for conveni- 
_ figured at the rate of $4 t 
the English pound: : 
Ministry of Food... 
Air Ministry ...... 
Ministry of Agriculture 
Ministry of Labor 
Wai Transport 
War Office 


ence, 


. $3,420,000 
1,656,400 | 
744,000 
672.000 
. 604,000 
, ; 533,600 


~ nistry of Information. 372,000 
a Office and Home 
security 

wee — ete e est eee es 356,000 

am and Fuel & Power. 336,000 

: ottish Savings Commit- 
Lee 

PR aA teh 282,000 

: 1 niralty re 252.000 

oard of Trade..... 248.000 

©6RG6 ao *8 e@ee, 


Ministry of Supply 
Ministry of k 
Planning 


Works 


All other expenditures for 


advertising during the 


under £25,000, or 


for “press” 


newspaper advertising, 


include the cost 
printed matter or 
publicity, 
roll. 


Total Advertising Declines 


These figures on 
penditures 


tistical Review 


8. primarily 
and do not 
of posters, films, 
other 
nor do they include pay- 


government ex- 
—s for advertising are espe- 
cially interesting in view 
Publication this week by the Sta 
of London of figures 


Me period were 
00,000. 
expenditures, of course 


advertisin 


F » A ane. os + Z 
Me tte ae 
Sg 
ADVERTISING AGE 
223,600 coverin 13 
: & total press advertisi ces 
during the second pa ae war effort, accounted for 8815 per | £48.0 
168.000 During thie srl he ral os. cent of the total. 2 i — approximately half of what 
ae ’ ‘ _ , se e 1eé J adver ay he : . 
140,000 | view places the total of press ¢ Although it is difficult to assess ‘ante advertiser had formerly 
Ss wTSs | < aione. : 


ee ( i adv 
tising at £1,045,358 or approximat 
$4,181,000, compared with 


press 


These 
are solely 


last full pre-war year. 


The 
; since 1938. 

orms of 

Many Unusual Changes 


£2,245,- 
231 (approximately $9,000,000) dur- 
ing the same quarter of 1938, the 


is total 
has thus shrunken about 54 per cent 


er- 


the reasons f , the chan es o 1 any 
or ; 
4 I « 


adequate basis, it may be interesting 
to compare some of the classifica. 
tion figures for the second quarter 
of this year with the same carked 
of 1936, before the imminent dan vn 
of war caused changes in the aaa 
omy. Some of the changes in 
advertising classifications are hte 


Especially significant is the fac mnaEiIng, although more careful 
that government advertisi re iact investigation might reve: r a 
mated as acc acverusing is esti- reasons for mos . on 

as accounting for 1115 per 1936 aa Ost of them. In the 
2 | 9: arter, 


cent of the total press advertisi 
of the While privately sponsored advert 
Ing, including 


advertising devoted entirely to t 


during the first six months of 1942 


non - governmental 


Cigaret advertisj 

totaled £401,394, ole Suen. ae 
biggest advertiser in the ciaasliben. 
Gon, spending £97,234: during the 
1942 quarter the expenditure for the 
entire cigaret Classification was only 


ng 


is- 


he 


Furniture advertising dropped off 
from £279,604 to £28,726; medicinal 
| Copy fell off from £573,122 to £249, - 
651; motor car copy fell from £233,- 
562 to £51,826: and whisky pol 
from £60,047 to £31,891. But on the 
other hand, dentifrice advertising 
has actually increased, from (91.984 
ce — to £123,140 this year: and 
on-ale ic drink 1 ‘tr 
mao ae COpy rose from 


To Yankee Service 
_ Everett R. Rutter, Four 


. - y Wi c 
beer Derry Village, N. H.. eee 
reeder, has appointed Yankee 


Writing Sery ice, 


pain Guilford, Conn 


? 
advertising, a 


\\ 
We need clean hands now” 


en 


Down the Middle of the Road 


Soiled 


By Erwin D. 


On the afternoon of Dec. 7 last, Senator 
Gerald P. Nye was addressing an America 
First meeting in Pittsburgh. When, late in 
the afternoon, a reserve officer arose and 
tried to tell the crowd that the Japanese 
had attacked Pearl Harbor and Manila he 
was hooted down with cries: “Warmonger! 
Throw him out!” 

Altogether too much of the Nation remains 
in the mood of the crowd at Pittsburgh. 
The outright seditionists, or part of them, 
are being dealt with in the courts. R. H. 
Markham is recapitulating their activities 
in a notable series of articles running cur- 
rently on this page. But they are not among 
the gravest offenders against our effort to 
attain and preserve freedom for all. The 
worst underminers of our war effort do not 
deal in Nazi propaganda. They do not land 
or our beaches from submarines. They are 
not aliens. They are American citizens— 
they are the people who have not yet 
waked up. 2. es 


What should be done with the Massachu- 
setts motorists, at least 276 of whom made 
long and repeated daily motor trips on sup- 
plementary ration books to the Rockingham 
race meeting? The moral obliquity revealed 
by this situation can only be grasped when 
you read the list of violators made public 
by Henry Parkman, Jr., the Massachusetts 
OPA director, and realize that all the in- 
dividuals had solemnly promised to use their 
extra gasoline only for business purposes. 
There were the hearses which, with “S” 
stickers, made long trips to the races. There 
was the Melrose woman who came on her 
physician husband's “C” sticker, There were 
the petty politicians, with gasoline rations 
based on official jobs, who drove freely to 
the races. There were the trucks, with “S” 
stickers for needful work, which came from 
all parts of the State to the racetrack— 


eight of them all the way from Worcester. 
There were numerous people, with appeals 
| now pending for extra gasoline even beyond 


Canham 


serve to be pilloried before the whole com- 
munity. 
But this kind of moral blindness is but 
a symptom of a national condition, It does 
not simply apply to little people. The Truman 
investigating bodies | 
and heedlessness 
industrial quar- . 


Committee and other 
have exposed selfishness 
extending to the highest 
ters and into business offices which ha 


black. The carelessness and profligacy 


tions, with oil-well gambling on behalf 


jorities, 


war contracts need careful audit. 


writer this week suggests, at 


a rottenness even more fundamental? 
it we take action soon enough. Not if 


and burn it out 
sacrifice. 4+ +4 $$ 


There is an incredible story, 


Bataan. The allegory has a bitter moral, 


regidor, and would have had to burn i 
with the other paper money that was 


their present preferred status, who still had 
enough gas to go for 
days to the races. 

All these people were not simply “wise- 
guys” displaying the timeworn and dis- 
honored facility for chiseling. They were 
keeping their neighbors, and perhaps them- 
selves, cold next winter. They were showing 
the extraordinary moral blindness which has 
long been one of the American Nation's 


the war. How will they feel when exposed? 
Who can say? Presumably their defense 
mechanisms will work overtime, and they 
will say they needed recreation. They de- 


' 


several consecutive | 


| There was corruption in the Civil 
| And in the Revolution, Of course, that 
excuse. It explains the protracted and 


row struggle which the Revolution had to 


be, and the bitter aftermath of the 


| great. We need clean hands now, or we 


win this war. We need to wake up—and to 


wash up. 


REPRINTED FROM 


THE CHRISTIAN SCIENCE MONITOR 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 


many public officials have been exposed. 
Members of Congress currently have been 
linked with notorious real estate specula- 


extremely questionable clients. Such cases 
have been exposed, The voters have returned 
the legislators to office with bigger ma- 


Few corners of American public life have 
been free from similar taints. The shadowy 
nature of trade union treasuries has been a 
notorious scandal since the end of prohibi- 
tion threw various criminals into other pur- 
suits. And it is entirely obvious that many 


What does it all mean? Are we, as one 
the nadir 
reached by France in l'affaire Stavisky, and 
does this corruption in public life suggest 


wake up to the dangers of this inner taint, 
in the fires of national 


doubtless 
false, going the rounds. It tells of Ameri- 
cans (alongside the heroic ones) who were 
supposed to have sold, for $5 a can, precious 
foodstuffs ferried from Corregidor across to 


cause doubtless these profiteers would have 
been stuck with their dirty money on Cor- 


cially destroyed by the authorities before 
the surrender. So it would be with profiteers | o 
in the United States if their moral degen- 
| eracy led—as enough of it would inevitably 
| do—to the extinction of the American dr 


greatest problems. They were helping to lose | Between the States. It isn't good enough to 


| behave that way today, The peril is too 


ve 


long been respected and admired. The record a 
of some dollar-a-year men is dishearteningly 
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RCA-Victor Begins 
Sustained Drive 
in Weeklies, Radio 


Copy to Report 
Speed of War 
Signal Production 


(Picture on Page 35) 


Camden, N. J., 
production of radios and phono- 
graphs sidetracked for war com- 
munications equipment and 
sings of new records limited by 
shellac shortages 


Aug. 26.—With | 


pres- | 


and musicians’ | 


regulations, RCA-Victor Mfg. Com-| 


pany this week announced one of 
the largest institutional advertising 
campaigns it has ever undertaken. 

The campaign will open with Sep- 
tember insertions of four-color 
double - pages in Collier’s, Farm 
Journal and Farmer’s Wife, Life, 
Newsweek, The Saturday Evening 
Post and Time, coupled with a na- 
tionwide spot radio drive. Both 
campaigns will extend throughout 
the coming year, according to D. J. 
Finn, advertising manager. 

The initial magazine ads will tell 
to consumers the story of the RCA 
“beat the promise” labor-manage- 
ment - production drive, illustrated 
with six of the posters that have 
spurred the output of workers since 
Pearl Harbor. RCA will offer these 
posters and any other “beat the 
promise” production drive materials 
to other war industries at cost. 
Much of this RCA-Victor material 
has already been put to work in the 
plants of 87 other manufacturers. 

The copy will credit the past pur- 
chasers of RCA-Victor radios and 
phonographs with helping create 
the manufacturing facilities that 
have enabled RCA to 
times more war communications 
equipment in the first six months 
of 1942 than in the same period of 
1939, thus earning the Army-Navy 
“E” flag. 


Pointing out that the “beat the 
promise” idea had been put into 
operation 14 months before Pearl 


Harbor, Mr. Finn said that the cur- 
rent campaign had two objectives, 
to enable other firms to share in 
their production experience, and to 
keep the public conscious of RCA- 
Victor’s part in the war effort. 

The campaign, which will include 
monthly black and white pages 
after the color opener, represents 
the first sustained advertising effort 
since the RCA schedules tapered off 
earlier in the year. 

A number of institutional cam- 
paigns were considered before the 
present one was adopted. Lord & 
Thomas is the agency. 


Gets Chemical Account 

Lewis Advertising Agency, New- 
ark, N. J., has been named to direct 
the account of Day Chemical Com- 
pany, Newark. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


produce 49 | 


Dixon Joins Agency 

George L. Dixon, formerly adver- 
tising manager of Stewart-Warner- 
Alemite Company, Belleville, Ont., 
has joined the Toronto office of 
McConnell, Eastman & Co., adver- 
tising agency. 


Crown Products to Korn 


Crown Products Corporation, 
Philadelphia, maker of Crown rug 
cushions, has placed its account with 
J. M. Korn & Co., Philadelphia. 


‘War Clinic’ Will 
Highlight October 
Meeting of NAEA 


Chicago, Aug. 26.—Highlighted by 
a “War Clinic’ on problems of cur- 
rent interest in newspaper adver- 
tising, the Newspaper Advertising 
Executives Association will hold its 
fall conference here Oct. 12-13 at 
the Blackstone Hotel. 


Officers of the association de- 
termined to hold the convention, in 
the face of direct government pleas 
that all dispensable meetings be 


postponed for the duration, because | 


they believe the sessions will be of 
sufficient importance to newspapers. 
Leaders of various Washington 
agencies are being invited to par- 
ticipate in the Victory discussions 
that will be held during the fall 


| meeting. 


William Wallace, advertising man- 


eet 


| ager of the Toronto Star and 4; 


rst 
vice-president of the association 
will direct formation of the pro. 


gram. Details of the “War Clinic” 
are being worked out by Samuc! Gg 
Howard, advertising manager of the 
Minneapolis Star Journal and Trip. 
une. Earl Maloney, advertisin, gj; 
jrector of the Peoria Journal-T -a»- 
| script, is chairman of the ex) »ijts 
|committee which will display e:!ec- 
tive newspaper advertising cre ‘eq 
| by staff members. 


4i~ 


+ For months now vou have read of new 
achtevements and record-breaking re- 
ports from everywhere, 
that tops anything we’ 


but here's one 
ve beard... 


Wever before have we 
had so many “Busy Signals” 


Last year we here in Norfolk thought we were busy .. . we had no idea of 
what was to come .. . of the thousands and thousands of new people who 
were to be called into this area to assist in the great war effort either di- 
rectly or indirectly ... Today, on every hand the cry is the same, "Help! 
Help!" .. . Please send us someone to help handle business that is actually 


overflowing in all directions." 


Folks line up at restaurants and barber 


shops, await their turn for admission to theatres . . . Trains into Norfolk 
are run in several sections with passengers standing in the aisles . . . Mer- 
chants are amazed . . . Transportation officials are dazed .. . Never before 
have we seen so many "Busy Signals"... Mr. Advertiser, let our two mod- 
ern newspapers present your story in this "Seething Salesman's Paradise." 


NORFOLK VIRGINIAN-PILOT 


anc 


TWO GOOD NEWSPAPERS REACHING OVER 500,000 READERS — MORNING - 
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Haring to Armstrong 


Chester E. Haring, formerly mar- 


ket research director for Hooper- 
Holmes Bureau, has joined George 
s. ..rmstrong & Co., industrial en- 


gin er, New York, in a similar ca- 
pacity. 


Casco to Swink 


Alexander to Columbia 


S. C. Alexander has resigned 
as vice-president of Weiss & Geller, 
Inc., New York, to join Columbia 
Pictures’ advertising department as 
assistant director. 


| 


| 
Fiedler Named Secretary 
| Harold F. Fiedler has been elected 


Tae Casco Company, Canton, O.,| executive secretary of the Ty- 


has appointed Howard Swink Ad- 
yer\ising Agency, Marion, O., as ad- 
ver ising counsel. 


— 


|pothetae of Philadelphia, Inc., suc- 
ceeding W. A. Meeks, who has re- 
signed. 


Fuller Joins G-E 

Norman Fuller has resigned as 
account executive for Baker, Cam- 
eron, Soby & Penfield, Hartford, 
Conn., to join the engineering staff 
of General Electric Company, Hart- 
ford. 


Macdonald Named V. P. 


| Kenneth W. Macdonald has been 
'elected vice-president of the Sales 
Research Club of Toronto, succeed- 
ing W. Harold Rea. 


‘Nine to Strang & Prosser 


Strang & Prosser Advertising 
Agency, Seattle, has been appointed 
to handle advertising of the follow- 
ing Seattle and Washington ac- 
counts: Grande & Co., investment 
securities; Imperial Candy Com- 
pany; Seattle Civic Housing Asso- 
|ciation; Napier & Scott, fuel and 
stoker dealer; “Breatheasy,” asthma 
remedy; Bergoust-Wilson Company, 
prepared foods; Sudakoff, florist; 
| Empire Laundry Company; and A. 
Kristoferson, dairy products. 


~~. 


to 


(19 


Telephone Girls 
from 10 other states 
hurry to Norfolk 


Tremendous 


Experienced 


help handle the 


Traffic 


INCREASE 


42 over i940 ) 


Largest in the Nation / 


Advertising Age of July 6. 1942 carried o story under a Washington date line of 
June 30, wherein Choirman Jomes L. Fly of the Board of War Communications gave 
an interview which included the following paragraph: “Important war calls have 
been delayed as long os six hours, Chairman Fly said, and the situation is particu- 
larly acute in war production centers. He told reporters that phone calls in Norfolk, 
Va., had increased 245 per cent.” 
We are informed that the next highest increase wos shown by Washington, D. C., 
with a mork of 165 per cent for the same period. 


NORFOLK LEDGER-DISPATCH 


SUNDAY — EVENING e 


REPRESENTED BY THE JOHN BUDD COMPANY 
ES IONE RAAT PLN LOLOL AEE AE ANA ANE A SINR au 


NEW THEME 


TRIPLE TREATED TRIPLE TREATED 
ED TRIPLE TREATED TRIP 


€ TREATED Te 


Benson & Hedges of Canada, Ltd., plays 

up Ascot as a triple-treated cigaret in 

new copy appearing in Canadian metro- 

politan dailies and in smaller cities where 

distribution has been arranged. Cock- 

field, Brown & Co., Montreal, is the 
agency. 


Laucks Campaign 
Promotes Glue, 
Wood Products 


Seattle, Wash., 
story of how 


Aug. 26. 

wood and glue 
alternating for steel and other 
metals in vital defense work will 
be told by I. F. Laucks, Inc., maker 
of construction glues, wood preserv- 


The 
are 


atives and paints, in a six months’ 
advertising campaign Just getting 
under way. 

Although the campaign will de- 
scribe the company’s activities in 


the war production field, it will mer- 
chandise actual materials with copy 
showing manufacturers new devel- 
opments in construction methods 
and advising them what materials 
are now available. Copy will range 
from one-quarter to full pages, and 
will appear in Aero Digest, Ameri- 
Builder, Architectural Forum, 
Week, Maga- 
sine, Furniture Manufacturer, Tim- 
berman, Veneers and Plywood, West 
Coast Lumberman, Wood Products, 
Wood-Worker and Wood Working 
Digest. 

The company also plans a drive 
in national publications advertising 
its wood preservatives and paints. 


can 


Business Cosgrove's 


Not Printers’ Strike 


A headline on a story in ADVER- 
TISING AGE, Aug. 17, erred in re- 
porting that the strike which held 
up printing of three Cincinnati 
newspapers was conducted by 
printers. L. S. French, president of 
the Cincinnati Typographical Union, 
has stated that a strike by pressmen 
prevented the newspapers’ publica- 
ion 


Over 1,000,000 organized tenpin bow!l- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 


various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an effective, 
consistent, advertising campaign in 


BOWLING. 
Guaranteed circulation 30,600 
Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 
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ADVERTISING AGE 


August 31, 1942 


Consumer Spending 
High, but Volume 
of Goods Falling 


Living Standards 


come during the first half of 1942, 
released this week by the Depart- 


ment of Commerce in its “Survey | 


of Current Business.” 
Trends Are Shown 


Here are the trends in our econ- 
omy revealed in the Commerce 
Department figures for the annual 
rate of gross national product and 
the annual rate of national income, 
both seasonally adjusted: 


jumped to 90.6 billions annually in 
the first quarter of 1942, and held at 
78.8 billions during the second 
quarter ending July 1. 


Income Gains Steadily 


4. The rate of national income 
has increased steadily, from 92.4 
billions annually during the second 
quarter of 1941 to 103 billions in 
the fourth quarter; to 108.8 billions 
in the first quarter of this year and 


An extraordinary rise in _ indi- 
vidual savings, from a rate of 10.4 
billion dollars annually in the sec- 
ond quarter of 1941 to 24.2 billions 
annually in the same period of 1942. 
The rise in individual savings is 
divided largely between the pur- 
chase of war bonds and the liquida- 


Finally, increased taxes. 


War Spending Soars 


—— 


Knollin and Gerth-Pacific 
Give Correct Addresses 


Despite widespread public ty 


given to the split-up last Apri! of 
the former Gerth-Knollin Adver is. 
ing Agency, San Francisco and ‘os 
Angeles, a 
still is being addressed to this W 
tion of outstanding consumer debts.| non-existent company, accordin 
James C. Knollin, one of the for 
partners, who requested ADVEr ‘s- 
ING AGE again to publicize the ” 
rect names and addresses of the 


large volume of ii] 


' ' . bsp Aggies Statistical data presented in the . 
Squeeze Starting 1. Gross national product is up. to 112.2 billions in the second quar- pethonetr asa of Parsee pot agencies. They are: 
to Make Itself Fel+ Production during the second quar-._ ter. indicate that the rat f war ex Enollin Advertising Agency, . 
ter of 1941 was at the rate of 115.9| 5. And the disposable income of dit — * =scqaestle “fy Bug Py ‘hilton Sutter street, San Francisco; ) 
billion dollars annually. In the) individuals has mounted continu- — beg . 9 gone 2% _— W. 8th street, Los Angeles; 
By HAL BURNETT final quarter of 1941 it was 127.0| ally From a rate of 88 billion dollars from the second quarter of |Gerth-Pacific Advertising Ags 
i “ . as of. « * « . c . - > ari € . ota, « ¢ cen: (|) 
Washington, D. C., Aug. 26. billions. In the first quarter of 1942 dollars annually in the second quar- 1h Ag a gy — ye Meet oy a ie” 4 
Consumers as consumers felt little | it was at the rate of 136.7 billions, | ter of 1941, it increased to a rate of : gross . . : . ’ : 


product rose only 19.4 billions. 
“Thus the growth in war expen- 
ditures was made possible in part 
by a 4.4 billion dollar curtailment 
in the flow of non-war expendi- 


of the impact of war in the first half 
of this year. 


96.1 billions in the last quarter of 
the same year, to a rate of 99.9 bil- 

But the paradox that has appar- 2. War expenditures are multi- lions in the first quarter of 1942 and 
ently permitted civilian spending to| plying. The rate was 9.0 billions to a rate of 103 billions in the 
increase while war production soars annually during the second quarter second quarter. 


and in the second quarter of 1942 at s ‘ et 
the rate of 146.4 billions. Joins ‘Transport Topics 
E. S. Sensenderfer, for m 
years advertising manager of R 
bestos-Manhattan, Inc., has resig: 


, tures,” the report explains. to become advertising manage: 
, ? = a eee 43 : . ( , a Wi . > rar r ‘ements for mate- ag ae ; Pay ? 
. and consumer goods production falls| of 1941; 17.0 billions during the With war requirements f But it is in “real terms,” that is,|“Transport Topics,” official pul 
i ole 52 is fast dissolving. fourth quarter; 27.3 billions during rials and industrial facilities cutting after the elimination of orice cation of the American Truck 
a can And, as industry turns more and the first quarter of 1942, and 40.8 | more deeply into the supply of con- changes, that the first evidence of a | Association. 
ee ae more to munitions output, as con-| billions during the second quarter sumer goods, the excess buying — " &"™ ‘ivilian life is revealed. | ea cae 
mil s ‘rs have more and more dollar f 1942 power has been absorbed in four eee vee See iS levees eC Pp ‘Red’ 
- apne . 4 . - ig ; o la o ‘ 3 ; sit cadens Pointing out that in real terms NB rops he 
mf Oo spenc 1e 1 ‘eats a- ¢ ; s brs »*xpenditures ays. F : : ~ . 
: tic gory fallin "st ee 4 of Livi | ; 4 in dolla ‘ = i ee Steadily advancing retail prices; (1941 Prices) the rate of gross na-| Effective Sept. 1, National Bro: 
i a fi y sti ar ring “asure ars have ‘reased. tex y « é Ue S| 4: : : : . a m 
et To Sn See Oe Ing | ee One wa ae aor Seen Wine tional product increased from 116 | casting Company will drop the te 
are coming ever closer. The rate of consumer expenditures prior to the General Maximum 


billion to 134 billion dollars from | Red Network as applied to its af 


These are the conclusions Wash- the second quarter of 1941 to the |ate stations. Thereafter only NI 


ington observers are drawing from 


Price Regulation, and in some cases 
despite it. 


during the second quarter of 1941 
was 75.6 billion dollars annually; in 


; : Se ae ae sila ve same quarter of 1942, the report | °. National Broadcasting Comp: 
the estimates of the rates of na-| the fourth quarter 76.6 billions. The A large probable drain on inven- concludes that “all components of will be used to designate the n« 
: ‘ ‘ti ‘ ational in-| rate fF =e gons “+ expenditures tories of civilian goods. eae : ; work. 
tional production and national in- rate of consumer expenditure ° & gross national expenditure other 


than war expenditures are seen to 
have decreased in real terms over 
the past year. 

“Consumers’ expenditures in par- 
ticular are running below the level 
of a year ago by a fairly sizable 
margin.” 


The Lady of 
the House docs 
the shopping! 


Strains Price Levels 


AE 
a. r The real shortage in consumer 
Df ; goods is yet to come. That impend- 
h ing shortage, coupled with mount- 
j ing purchasing power, is building 
intensive pressure against the price 
control program. 
Leon Henderson, 
Norfolk, Va., last 
that the physical volume of con- 
sumers’ goods is declining at the 
rate of 1'% per cent a month. The 
administrator of the Office of Price 


He eats only 1 


speaking at 
week, reported 


Administration estimated that sav- “sm 
ings and taxes would eat up about pa 
29 billions of the 113 billions of ra 
national income predicted for 1942 “ 
by the Department of Commerce, — 
leaving 84 billions of purchasing tiy 
power. & 
“What will be the result?” asked wa 
|Henderson. “In round terms there an 
will be 84 billions of dollars fighting 1 she’s not pine hing pennics ™ 
to purchase 75 billions in goods— s buying the best. Her purs« Si 
84 billions in pay checks and green- sulging and growing fatter each _ 
backs competing with one another ,onth. De 
|to buy food, clothes, toys, books, 
movies—in short all the hundred of | Portland has always been a good ae 
items that make up our yearly bill | market...a sound market. Today ase 
of purchases.” it’s better than ever and Oregon’s " 
' : vast natural resources are ber Th 
| REAL INCOME | stabilized with great permanen! 
OF NATION GAINS | industrial development. Thes _ 
Minneapolis, Aug. 25. — The| industries are locating in th — 


American public’s “real income” for | 
the first half of 1942 was $1.17, com- 
pared with $1 for the same 1941 | 
period, Investors Syndicate reported 
‘here today. | 

After analyzing its monthly con- 
sumers’ income study of what peo- 
ple get and spend, the company 
reported that the public had a cash 
income of $1.31 in the 


Portland Area, strategic for 1 
Bonneville Power, its fresh wat 
shipping, its air and rail tray 
portation. 


There are more people with m: 

money to spend in the Portla 

Area than ever before in hist 
.and they're here to stay. 


’ ; first six 
I rl months of the year compared with Their favorite paper is the D 
{ a $1 in the like 1941 months, but that Journal, Portland's only aft 
i . . ’ : living expenditures took $1.12 com- T 
> > 1: ‘ Y noon newspaper... .. The 
: one of the nation’s outstanding sind wiht: 06 ik Wee tien eared of api 
° > » To" : »p ‘ a year ago. “Real income” is money F ie 
s. Populatio 1¢ Portlan sale in 
ket P< } ul won in the | 1 in terms of what it will buy in tion concentrated in this gros 


wealthy market. 


THE PORTLAND AREA 


goods and services. 

To purchase the same goods that 
payrolls $1 would buy during the first six 
months of 1941, the public had to 


has increased 20% in the pi 


pay the following prices during —Oregon’s Primary Market 
. . 9 2° Py . 
workers are working hfrd, playing Fg oy. clothing, $1.19;| zeae ret. lnteateet peed 2 
oA 3 : oe). ee Tees ’ er than in Oregon's remaining 35 cow es ; 
harder and living hight Zhat one meal housing, for the nation asa whole, & . ¢ 
: ae $1.03; miscellaneous items and serv- The Journal gives 
\ Ee out of a lunch pail 1ffa good one... ices, $1.12. advertisers a bonus 0! | 
but, man, you shoufl see the spread o.oo. ne “1° to 
{ McAdams to Guaranty Co. families =. 
on the table at ho cli, in R Mies mbiniled , _ 
Walter McAdams, creator of the 
McAdams System and well-known in the Portland Area: at 
sales counselor, has joined Inter- ‘ in 
. mountain Title Guaranty Company, : 4 
# Salt Lake City, as vice-president, » y ’ | . 
ahs . - y in which capacity he will handle The SOU RNA 4q 
oa T | title insurance for the company. R , - > Oy 
.. he oD qi J ae X a \ i Plans include organizing and train- Portland's Afternoon Newsp U! 
Ra - a - 4 ing a sales organization, followed PORTLAND, OREGO : 
we up with an advertising campaign in Represented by REYNOLDS-FITZGERALD. Yer "*” ’ ie 
Chicago, Philadelphia, Detroit, Los Angeles, So wal 


| newspapers, radio and direct mail. 
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Adewen in the 


Armed Forces 


J. R. Armstrong, vice-president 
of Russell T. Gray, Inc., Chicago in- 
dust ial advertising agency, has 
beer granted a leave of absence to 
go «2 active duty as a lieutenant 
with the barrage balloon coast artil- 
jerry at Camp Tyson, Tenn. Lt. 
Arm strong held a reserve commis- 
sion in the field artillery. 

Andrew J. Conduit, formerly on 
the Toronto sales staff of Liberty, 
has gone on active service with the 
Can dian tank corps. 

George E. Dawson, advertising 
and publicity manager of Wells- 
Farco Bank and Union Trust Com- 
pal San Francisco, has_ taken 
leave of absence to join the chem- 
ical warfare division of the engi- 
neers corps as a first lieutenant. He 
is ‘temporarily assigned to San 
Fraricisco. 

Marion Jack Law, Jr., director of 
public relations for Edward G. Budd | 
Mfg. Company, Philadelphia, has 
beer) commissioned a first lieutenant 
in the Army air forces, and ordered 
to officers’ training school in Miami 
Beach, Fla: 

Ted Garbutt, formerly with the 
display staff of the Toronto Daily 
Star, has gone on active duty with 
the RCAF as a pilot officer. 

Crawford U. Hall, of Locke, John- 
son & Co., Toronto agency, has 
become a gunner in the Royal Cana- 
dian artillery. He served as presi- 
dent last year of the Young Men’s 
Advertising and Sales Club. 

Foster Osgood, of the Daniels 
Printing Company, Boston, has been 
commissioned a captain in the Army 
air forces and assigned to Miami 
for training. He is later expected 
to attend the air intelligence school. 

Kenneth R. Burke, business man- 
ager of the Saratogian, Saratoga 
Springs, N. Y., has been commis- 
sioned a lieutenant, USNR. 

Lee S. Biespiel, owner of Lee S. 
Biespiel Advertising Agency, Chi- 
cago, has been commissioned a lieu- 
tenant in the Naval reserve. The 


ag YS operations will be sus- 
pended for the duration. 
John Pullen and Lesley Little- 


man, copywriter and artist respec- 
tively with Baker, Cameron, Soby 
& Penfield, Inc., Hartford, Conn., 
have been inducted into the Army. 
Mr. Pullen received a lieutenant’s 
commission and is stationed at Ft. 
Sill, Okla. 

Wallace Bates, manager of the 
Detroit office of the Chicago Trib- 
une, has been commissioned a lieu- 
tenant in the Navy and is awaiting 
orders. 

R. G. 
Theodore 


Elliott, 
R. Sills 


vice-president of 
& Co., Chicago 


NEW HAVEN | 
is FALL! 


The first “tackling dummy” for 


foot! ll practice, now universally 
“sed had its origin in New Haven 
“t Vile University in 1899. It was 
inve: ted by the famous Yale coach, 


Amo. Alonzo Stagg. 


Che New Haven Register 


=. 


pe 


public relations counsellor, has been 

commissioned a first lieutenant in 

the Army air forces and will receive 

officer’s training at Miami Beach, 
la. 

Marvin Mann, vice-president of 
Weiss & Geller, Chicago, has taken 
leave of absence to serve as first 
lieutenant in the Army air forces. 
Lt. Mann is stationed at the officers’ 
training school, Miami, Fla. 

George E. Wasey, formerly an ac- 
count executive in the New York 
office of Erwin, Wasey & Co., is 
now Lt. (jg) Wasey, USNR. He is 
stationed at the Naval air station, 
Banana River, Fla. 

First Lt. Joseph R. Collins, for- 
merly advertising manager of Libby, 


McNeill & Libby, Chicago, is now 
stationed at Ogden air depot, Hill 
Field, Utah. 


Robert Rowland, formerly an ad- 


vertising salesman for the roto- 
gravure section of the Cincinnati 
Enquirer, has been inducted into 


the Army. 

John D. Ames, publisher of the 
Chicago Journal of Commerce and 
president of the Industrial National 
Bank of Chicago, has been commis- 
sioned a major in the Army spe- 
cialist corps and has been assigned 
to the 6th service command. He 
has taken leaves of absence from 
both posts. 

George Balterman of Fact Finders 
Associates, New York, has been 


granted a leave of absence to re- 
ceive a commission as lieutenant, jg, 
in the Naval reserve. 

Frank E. Irsch, Jr., has been 
granted a leave of absence from his 
duties as advertising and sales pro- 
motion director for Berst-Forster- 
Dixfield Company, New York, to 
become ai first lieutenant in the 
chemical warfare service of the 
Army. 

Jerry Julian, formerly with Pho- 
toplay’s advertising department, 
New York, has been commissioned 
a major in the Army air forces. 

Bennett Bates, co - publisher of 
The Country Book, New York, has 
been commissioned a captain in the 
Marine aviation corps. 


Graham, Lawler Join 
Grace & Bement 

Walker R. A. Graham and N. F. 
Lawler, both of the Detroit office of 
McCann-Erickson, have been added 
to the staff of Grace & Bement as a 
result of the departure of the 
vice-president and general manager, 
Austin F. Bement, who has been 
commissioned a captain in the 
Army air forces. 


To ‘Bakers’ Helper’ 

Charles C. Swearingen, for the 
past 10 years editorial director of 
the Stevens-Davis Company, Chi- 
cago, publisher of sales building 
programs, has been appointed asso- 
ciate editor of Bakers’ Helper, Chi- 


cago. 


arine 
roduct 


NOW IN PREPARATION 


The Place for Your 


6 


ew ! Complete / 


Industry 
Catalog 


Marine Product Reference Datal 


GAIN Marine Engineering and Shipping Review 
takes the lead with another outstanding service 
to the marine industry—MARINE CATALOG AND 


BUYERS’ DIRECTORY. 


Now, more than ever, the tremendous expansion of 
shipbuilding calls for a ready source of detailed where- 
to-buy-it product information. The MARINE CATALOG 
AND BUYERS’ DIRECTORY will fill this need . . . furnish- 
ing catalog data and directory listings of all types of 
marine products and suppliers. This material will be 
conveniently arranged for quick and easy reference. 


The MARINE CATALOG AND BUYERS' DIRECTORY 
will give advertisers the opportunity to place their de- 
tailed product data in the hands of key men in every 
ship operating company, every shipbuilding plant and 


every U. S. Navy Yard . 


. . important personnel of 


the U. S. Maritime Commission . . . members of the 
War Production Board . . . naval architects, marine 
engineers and other technical and operating personnel 
throughout the marine industry. 


Production of the new MARINE CATALOG AND 
BUYERS’ DIRECTORY is now under way. Early next 


spring the 1943 edition of 


this annual directory will 


carry vital product facts to key men in the greatest 
shipbuilding market in history. 


A prospectus giving more complete facts regarding 
the Catalog and Directory is yours for the asking. Write 
or call our nearest office to obtain your copy. 


Simmons-Boardman 


Publishing Corp. 


30 Church Street, New York, N. Y. 


105 W. Adams St., Chicago 
1038 Henry Building, Seattle 
Washinaton, 0. C 


Terminal Tower, Cleveland 
300 Montgomery St., San Francisco 


530 W. 6th St. Los Angeles 


Marine Engineering 
and Shipping Keview 
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“Know-How” Advertising 
CHALLENGES EVERY ADVERTISING 
MAN IN WAR 


On these pages, you will find charts reporting 
on the progress of advertising in 34 leading 


publications during the first 6 months of 1942. 


These first six months of the first year of war show 
a growing recognition of the power of advertising 


to help fight a war. 


Within these months, the Army, Navy and W.P.B. 
have shown time and again that they depend upon 
advertising to help increase production, conserve 


scarce materials and maintain a fighting spirit. 


Advertising helped to work the miracle of war 


conversion of industry. 


\dvertising turns now to the duration jobs of con- 


servation, intensified production and morale. 


More and more consumer campaigns are begin- 
ning to appear—showing the public the need and 
the “know-how” of scrap collection, of civilian 


defense, of saving money and materials. 


The industrial magazines are carrying campaigns 
which show how to use new machines that in- 


crease war production, how to make old machines 


ADVERTISING TREND 
100% Represents — 


1940 Advertising Volume 


NOT CROWING— 
BUT A CLARION CALL 


In peacetime, a chart like this would have 
many competitive implications, which 


should be avoided in war. 


The real point is that Industrial advertising 
is climbing because it is so obvious that all 
industry faces new jobs and new processes 
which need the information that an indus- 


trial advertiser can give. 


It has not been so obvious that the general 
public has a war job to do, too—a job that 
can be better done if advertisers supply the 


“know-how.” 


All publications are vehicles of communi- 
cation. Depending upon their particular 
scope they are specialists in the dissemin- 
ation of news, entertainment, ideas, general 
or technical information. Each has its place 
and purpose — e¢ ach can exert great power, 
through both its editorial and advertising 


pages, in strengthening the war effort. 


HERE’S HOW “KNOW-HOW” ADVERTISING 
WORKS FOR INDUSTRY 


“Know-how” is the secret of the amazing 


records now American 


And 


thousands of “little facts” 


being made by 
“know-how comes from 


like this: 


Industry. 


Information on tool shapes for cutting the 
harder steels of war is vital literature to the 
engineer, designer or production man with 
the particular problem of cutting those 


steels confronting him. 


The industrial editor does not work alone 


in giving vital information to men on the 
production line. In much the same way, 
manufacturers are war-converting their in- 
dustrial advertising to show their readers 
how to use their products more effectively. 


For instance: 


A business-paper advertisement showing 
how to make old machines last longer has 
no glamour for anyone but the man who 
must rush production with an inadequate 
supply of new ones. To him it has enough 
“oomph” to be clipped and placed on his 


office wall. 


Where 


engineer, on a common ground of technical 


else can you talk with the chemical 


understanding, but in the technical paper 


he reads? 


Where can you discuss processes, products 
and services, informatively and helpfully, 
with the mining man, the metallurgist, the 
machine tool designer, electrical engineer, 
or any other of the vital cogs in our great 
Industrial Army, but in those publications 
that are specifically designed to serve his 
basic interests, and to which he normull) 


turns for help? 


Good business papers are edited for. ind 
read by, the very men who, today, must wit 
the battle of production. Nearly a mi ‘ion 
of these officers and non-coms in our | ital 
Army of Production are readers of the 
publications which make up the MeGraw 


Hill Network of Industrial Communica ion- 


last longer. how to substitute an available ma- 


terial for a scarce one, how to make better use of 


what we have. 


Advertising faces its greatest opportunity with 
every indication that it will live up to its 0 lig 


tion of exchanging information in time of wor. 
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Voice of the 


This department is a reader’s forum. 


Ad Man's Diary Gets 
Many Boosts, One Knock 
To the Editor: Will you please 
the word along to “an Ad 
Man” that I especially relished his 
journal entry of Aug. 11. “It cer- 
tainly is not the humility” is a truly 
great line, driving home with the 
power of a sledge hammer in the 


hands of a seven-foot Blackamoor'! 
I also 


pass 


derived consolation from 
the entry of Aug. 13. I too have 
such a man as “an Ad Man” de- 
scribes; and I too prescribed just 


such a remedy. But it didn’t work 
and I fear nothing else will. Never- 
theless, the man delivers, with all 
his moodiness and suffering, and I 
now believe that his labor pains 
are essential to successful deliveries 
and that he thrills all the more for 
them. 

As to “Aug. 16,” a writer without 
a reader or a flutist without an 
auditor, would be like God without 
a universe. All creative people 
create to reach others, whether it 
be to instruct, inspire, persuade, 
entertain or amuse. 

If your diarist would permit me 
to edit his title, changing “Ad” to 
Advertising, I should be supremely 
happy with his reflections I am 
no purist, but this small, cheap, in- 
significant contraction of a good 
and honorable word is anathema to 
me. It may have a catchy ring, 
but that’s no excuse for using it. 

I remember blackly and with all 
the vehemence of my Scottish tem- 
perament a man who used to say 
to me, “Let’s get up an ad!” Despite 
all my exhortations and impreca- 
tions he took advertising lightly, | 
and I am sure that the cur-word 
“Ad” had much to do with his be- 
nighted attitude. “Advertising” 
may not be a noble word, but at 
least it is a legitimate word — yes, 
even a BIG word. 

Be that as it may, I enjoy and 
benefit from “The Diary...” 

WILLIAM E. MCcFEkr, 

Manager, Copy and Plans De- 

partment, The American Roll- 

ing Mill Company, Middle- 

town, O. 

v v v 
A Suggestion 

To the Editor: Please tell the 
author of the “Diary of an Ad Man” 
that the best way I have of telling 
him that I read and like his Diary 
is this: 

I showed them to a book pub- 
lisher who shared my appreciation 
of them and suggested that they be 
sent to Harpers, who specialize in 
career books. 

DANIEL HENDERSON, 
House Beautiful, New York. 
. vy 
Advertising Engineer’ 

To the Editor: Here’s one for the 
book, or is it? 

Accustomed to working for engi- 
neers, one of our stenographers the 
other day inadvertently typed my 
title on a letter as “Advertising 
Engineer” instead of “Advertising 
Manager.” 

The gal apologized profusely for 
the error, but she'd told the truth 
in that one word—and how! As | 
interpret Webster, an advertising 
manager is an engineer or he isn't 
a manager. 

What do you think? 

HERMAN H. Kocu, 

Advertising Manager, Sioux 

City Gas and Electric Company, 

Sioux City, Ia. 


O'Shaughnessy Corrects 
Facts on ‘Liberty’ 


To the Editor: May I ask you to 
give a little of your valuable space 
to correct an error, which by the 
Way was accredited to gossip, in 
your article on Liberty Magazine in 
the current issue of ADVERTISING 
AGE, which read 

“General belief in publishing cir- 
cles is that at no time during its 
original management did the maga- 
zine emerge from the red.” 

The record will show that 
erty Magazine was sailing in 


Lib- 
the 


|It was good then. 


black when the depression came. 

It is not disparaging to manage- 
ment of any magazine to say its 
volume went down in 1929, at the 
time I went to Liberty Magazine as 


business manager in charge of 
advertising. 
When Bernarr Macfadden ac- 


quired Liberty Magazine it was out 
of the red; it had been for three 
months and was still climbing. 

I found it in the red in the depths 
of the depression, it is true, but I 
didn’t leave it in that condition. 

JAMES O’SHAUGHNESSY, 

Counselor in Advertising, New 

York. 


Geod Enough to Re-Run 


To the Editor: All this 
respondence about “For Want of a 
Nail” as an advertising theme has 
been thoroughly enjoyed. Perhaps 
it’s true that “Nothing is ever 
said that has not been said before.” 

Back in 1928, I wrote an indus- 
trial advertisement using this Ben 
Franklin-George Herbert warning. 
Because of Pear] 
Harbor it was even better early this 


cor- 


Advertiser 


Letters are welcome. 


year. So I used it on one of the 
wartime Dixon Ticonderoga adver- 
tisements that appear regularly in 
Liberty, Life, The Saturday Evening 
Post and Time. 

C. EUGENE WADDELL, 

Federal Advertising Agency, 

New York. 

[Editor’s Note: Using one of Hugh 
Connet’s paper cutouts as the illus- 
tration, the advertisement twists the 
old saying around to fashion this 
headline, “Not for Want of ...a 
Pencil.”” No production battles will 
be lost for want of good pencils, the 
copy says, since “millions of trust- 
worthy Ticonderoga pencils” are in 
the hands of office war workers. | 

v Vv v 


Hats Off to Both 


To the Editor: Mr. N. C. Knapp 
overlooked the United States Ma- 
rine Corps when he wrote in “Voice 
of the Advertiser,” Aug. 17, that 
the “Coast Guard was the oldest of 
our armed forces.” 

The Marine Corps will celebrate 
its 167th anniversary on Nov. 10, 
1942, whereas the Coast Guard cele- 


brated its 152nd anniversary as of 
August, 1942. 

The New York Sun on Aug. 18, | 
1942, said, “The Marine Corps is 
the oldest of our armed services, 
established June 25, 1776.” “The 
Leatherneck,” magazine of the 
United States Marines, says the 
Corps came into existence Nov. 10, 
1775. 

President Roosevelt, General Hol- 
comb, General Marshall, Secretary 
of Navy Knox and Admiral Stark 
all greeted the Marine Corps on the 
oceasion of its 166th 
Nov. 10, 1941. This makes it unani- 
mous for the Marines. 

Be it “Semper Fidelis” or ‘“Sem- 
per Paratus,” it all adds up to blood 
brothers, so let’s salute the Coast 
Guard on its 152nd anniversary and 
the Marine Corps on its 167th an- 
niversary. 

FRANK J. MCNALLY, 

Leatherneck,” 
.. ©, 


7, + © 


It Might Be Tough 


To the Editor: In your issue of 
July 20 under “Rough Proofs” you 
state that The New Yorker is out 
with a program to require all gov- 
ernment officials to write their own 
speeches. 

It is certain that the enforcement 


“The 
ton, 


Washing- 


of this rule would put a lot of gag| 


anniversary | ing 


———— 


writers out of a job. The writ 


|in favor of it. 


J. E. Tupy 
Los Ange! 
7 v v 


Sides with Blair 


To the Editor: We may be n ve, 


too, but we believe we'd ha 
side with Mr. Milton J. Blai: 
Sherman K. Ellis & Co., in 
little game of “Who's Respon 
for Old Gold’s Increase?” 

After all, Mr. Blair isn’t adv: 
single shot copy as ag 
repetition, as you say he is. 
Blair says you’re overlooking 
allocation of credit, or a_ por 
thereof, to the Reader’s Digest s: 
per se. 

I think you'll find the increa 
matter of days after publicatio: 
the article. You see, the Read 
Digest’s readers are numerous 
loyal, and they accept the Read 
Digest’s findings as gospel. T 
there was a tremendous word 
mouth spread of the story by 
readers themselves. 

There’s no question but what 
JWT campaign has_ aided 
abetted Old Gold’s cause, but it 
the story itself, coming from s 
a disinterested and reliable- sou 


‘that made the greatest impress 


The advertising kept it alive. 
The whole thing goes to prove | 


comes Marching 


The first responsibility of the paper industry is to Government and 


the armed forces. It contributes materials for munitions, makes 


paper products for all branches of the service, and develops sub- 


stitutes for certain critical war materials. It is logical that Champion 


takes a position of leadership in these projects. Logical because 


Champion controls its own great domestic sources of materials, 


locates its mills in strategic areas, and scientifically develops supe- 


rior products and operations to meet shifting needs. Yes,“ they Il 


all turn out” when Johnnie Paper comes marching home from this 
war. He'll have learned a lot of things to add to his already long 
list of accomplishments, and will adapt himself to peacetime needs. 
And then as now you'll find Champion march- 


ing in the first line of product advancement. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


FP) ICTORY 


af BUY 
ie FAR 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . 


. 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST, LOUIS - CINCINNATI + ATLANTA 
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we public wants the truth, is 
nervy for the truth, and when it 
; po-itive it has the truth, will buy. 
read ’r’s Digest had the power to 
conv nce its readers of the truth be- 
ind its findings. I think if all of 
sin advertising can get that moral, 
we'll be the better for it. 
MILTON SI™Mon, 

Sirion & Gwynn, Inc., Mem- 
ph s, Tenn. 

Pp. 5. Tip to JWT for a new copy 
then for OG’s: “Something new 
has ‘cally been added .. . Sales!” 


jow lots of them rules don’t have 
no vigor. 

Advertising people is always too 
glossy On account they is skairt to 
io anything different from the rules, 
yecause people might think adver- 


tising ain’t been to colledge. 


W. M. KIPLINGER, 
Washington, D. C. 


New Celotex Copy 
Urges Home and 
Farm Repairs 


Chicago, Aug. 27.—After arming 
its dealers with a new booklet, “A 
Wartime Guide to Better Homes,” 
Celotex Corporation next month 
will employ national magazines and 
farm publications to blast the no- 


|}tion that Uncle Sam has clamped 


gressive Farmer and_ Successful 
Farming will explain that the gov- 
ernment allows the spending of 
$1,000 for building or remodeling of 
barns and other farm outbuildings 
as well as $500 for remodeling the 


ifarm home. 


Celotex believes the new 28-page 
booklet it has just made available 


to dealers is the most comprehen- 
sive yet published on the subject of 
what home owners are permitted to 
do under present restrictions. It 
emphasizes that the government not 
|}only permits certain types of work 
but actually urges home owners to 
keep dwellings in good repair and, 
if possible, to make additions for 
housing war workers. The booklet 
'describes the use of Celotex prod- 
ucts and also includes types of work 
which call for other materials. 


see a lid on all building repairs and} iia Euatece aime aac: oe tiemae tee sali 
‘Grammarian’s Funeral’ remodeling. ‘Henderson Guest of isd Eecthiendils dace thade “nll tes ote Se aoe ae 
—_ | Full pages in the September and Research Institute ss aah “OAR Ss a en Mr on - = ty enact Ahan Se 
a la W. M. Kiplinger 'October issues of American Home, OPA Chief Leon Henderson will ps ay ere eee es ey ee By ROOERT M BOWES 
To the Editor: In a recent item) Better Homes and Gardens, House be the guest speaker at Research sacrifice and ear downy vind get art and bald that Avmenican Was ; 
n “Rough Proofs” you misquoted & Garden and House Beautiful will| Institute of America’s luncheon Wee Aloe teacbraccrcer. oleae tata leat ‘ 
me is asking, “Where are we at explain to consumers that the gov- meeting at _the Waldorf Astoria, * 
ow.” ernment has set a $500 ceiling on New York, Sept. 8. , R IPSC PURE Cast OF SEG RTI 
: Wat I really asked was, “Where | home improvements and that it does| Members of the New York Sales VERSES “OMONG LE CTHES 
§ . t9 ; ’ Executives Club have been invited wOrT TOLGH 
ve ve now at! not expect the home owner to fore- to attend. 
You had ought to be more care-| go needed maintenance and repairs. | a 
ful «bout these things. | Similar copy directed to the farm 
f You shouldn’t of insisted on copy market in September and October Stolpe Replaces Dyer ialeaics) alii. Cale 
‘ book conventions, on account of as issues of Country Gentleman, Pro-| at Sargent & Co. 


Bertrand E. Stolpe, formerly with | 


the advertising department of the 
Register and Tribune, Des Moines, 
Ia., has joined Sargent & Co., feed 
manufacturer, as promotion and ad- 
vertising manager. He succeeds 
Tom G. Dyer, 
become manager of the commercial- 


feed department for Russell Miller | 


Milling Company, Minneapolis. 


who has resigned to | 


PLAIN TALK IN PERSONAL MESSAGE 
ARE YOU GOING TO LIVE 


ON THE COUNTRY... 


OR EO THE COUNTRY? 


Wherever vou live. north, south. ¢ ast. or west. bear on mind that sour 
forefathers, under great handicaps and with tremendowm sacrifices, 
. 


OR TREPIRE TO LOSE Tih 


(WERTC UN Mad OF Litt 
RMeRE SS foe WECM SsteaRment 


} REASONING TN THIS COUNTRY 


| 
Worerrine 
Wan | WORK 


.bonedt par 
| 


| ‘ . ‘ 


Wane wae cere 
ON GOR MINDS 


tre YOM Going to Live QB the Counters 


j 
or QR the Country 


4H Sura, 


Ruiner me vot come 
lop morris 


| Robert M. Bowes, president and founder of Bowes “Seal-Fast'’ Corporation, pulls 
} mo punches in this straightforward copy seeking to bolster an all-out war effort 
in America. Three Indianapolis newspapers carried his appeal 


for greatly 
increased personal sacrifices. 


‘Aetna Life Promotes 
Two Publicity Men 


Frederick W. Bright and Paul B. 


‘Chicago Art Studios 
Merge Operations 


| Commercial Illustrators, Inc., 205 


|W. Wacker drive, and Roberts} Cullen of Aetna Life Affiliated 
{Studios, both of Chicago, have!| Companies’ publicity department, 
merged operations with the new! Hartford, Conn., have been named 
|company retaining the name of the} managers of newly organized bu- 
| former. reaus of the company. 

| Commercial Illustrators special- | Mr. Bright takes over supervi- 
lizes in merchandise — illustrating) sion of the motion picture bureau, 
| while its new affiliate specializes in| and Mr. Cullen becomes head of the 
{mechanical and furniture art and| news bureau. Mr. Cullen was for- 
|photography. Both offices will be|merly editor of “The Aetna-izer.” 
| operated for the time being, with 


{Mark Roberts becoming a vice- 
president of the new company. 
A. W. Loeb continues as president 
of Commercial Illustrators. 


j. M. Willem Joins 
‘Good House’ Staff 


J. M. Willem, formerly account 
executive with Stack-Goble Adver- 


ra - me tising Agency, Chicago, has joined 
Gets Service E Flag the Chicago sales staff of Good 
Bauer & Black Division of the| Housekeeping. 
Kendall Company, Chicago, surgical | — 
dressing maker, has been awarded | Adds Cleaning Account 
the joint Army-Navy production Bs aes Me, oe anes 
a a ripest ead H. W. Fairfax Advertising 
|award, and will receive the Army- Reoury, Mew York. hi 
|Navy “E” flag in ceremonies at a|* gency, ahs tee > Res 
\iater date. pointed to direct 
| Bestway Shine 
pany, New York. 
Runs Dewey Campaign Pee me 
Air Lines to Broyles 


been ap- 
advertising for 
Removing Com- 


Duane Jones Company, New 
| York, has been named to handle the Continental Air Lines has ap- 
forthcoming gubernatorial cam-/| pointed Galen E. Broyles Company, 
paign for Thomas Dewey, New Denver, to handle advertising, pub- 


York Republican candidate. licity and public relations. 


Vihere the prospect can immediately 
obey your urge to BUY 


There's double advertis- 
ing and double selling value 
in this novel double-face display 
at point-of-purchase. Different mes- 
sages for the two sides are printed on 
a heavy paper sleeve which slips over the 
wire shoulders of a metal stand. Economical 
because stand can be used over and over 
again with new and different sales messages. 
Can be made any size sturdy and durable. 
Ask to see one = Call, Telephone or Write No Obligation 


MAGILL-WEINSHEIMER COMPANY 


Pre ducers 


! Sales Making Advertising for ove 


1320-1334 S. Wabash Ave. « Phone CALumet 7200 - Chicago 
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Shortwave ‘Showboat’ 


Station KSD and the St. Louis 
Post-Dispatch sponsored a_ special 
program Aug. 29 as a salute to the 
armed forces in foreign § service. 
The program was a special version 
of Oscar Hammerstein II-Edna Fer- 
ber-Jerome Kern’s “Showboat,” 
the last production of the St. Louis 
Municipal Opera outdoor season. It 
was transcribed and_shortwaved 
abroad by three General Electric 
Company stations. 


Ickes Gives Okay 
to Oil Industry 


methods of keeping their cars on 
the road as long as possible.” 

Mr. Ickes’ formal recommenda- 
tion will open the way for ap- 
propriations by oil companies for 
transportation conservation adver-} 
tising, either through their own Pe- 


as part of the Office of Defense | 


Oil-O-Matic Copy _ 
Slated to Appear — 


in Magazines 
Bloomington, Ill., Aug. 26.—With 


its important part in the war effort, | 


‘Save’ Campaigns Peseagponeer- Industry War Council, °'| the first of an institutional series on | 


Washington, D. C., Aug. 26.— 
Petroleum Coordinator Harold L.| 
Ickes, today gave the oil industry | 
his approval of the use of joint ad- 
vertising campaigns, sponsored by 
manufacturers in local, regional, or 
nationwide groups, to inform motor | 
car owners on conservation. 

Mr. Ickes issued a formal author- 
ization or recommendation to all oil | 
marketers and all petroleum indus- | 
try committees established by the 


Office of the Petroleum Coordinator, | 

of | 
the | 
He pointed 


stating that the conservation 
motor vehicles is requisite to 
prosecution of the war. 
out the need for campaigns designed 
to inform motor car owners as to 
the proper methods of caring for 
and operating automobiles. 

In commenting on the. order, 
;\Deputy Coordinator Ralph K. 
| Davies said “the petroleum industry 
|can make a substantial contribution 
to the conservation of automobiles 


Transportation’s conservation pro- 
gram, now in the hands of the Of- 


fice of War Information and the | 
Advertising Council. 
The Petroleum Industry War 


Council has been conducting a con-| 
servation drive since last March in| 


Williams Oil-O-Matic Heating Cor- | 
poration launched a campaign this 
week which includes national maga- 
zines for the first time in several 
years. 

Headed, “America’s best - known 
‘secret?’ weapon,” the full - page 


| . 
the form of boxes, slogans, and| opening advertisement stresses how | 


other devices tied in with the reg-|! 
ular advertising programs of indi-| 


vidual oil companies. Slogans re- 
peated in radio, magazine, news- 
paper, outdoor, and direct mail copy 
of oil companies have been “Oil Is 
Ammunition — Use It Wisely” and 
“Care for Your Car for Your Coun- 


try.” 
Three advertising agencies, 
Arthur Kudner, Inc., in the auto- 


motive field; Lennen & Mitchell in 
‘the oil field, and Campbell - Ewald 


Company in the rubber field, are| 
currently engaged in preparing a 
suggested campaign on auto con- 


|servation for the Office of Defense 
Transportation. The agencies have 


precision production is throwing the 
balance scales in America’s favor in 
this war. Mention is made of Oil- 
O-Matic’s manufacturing record in 
the oil burner field, now stringently 
limited by war necessities. Pre- 
cision-built Oil-O-Matics are still 
on the job, copy points out, saving 
fuel, material and man-hours in 
continuing performance. 

A special box supports the war 
bond drive, emphasizing that war 
bond dollars “can help win victory 
for the America of today and help 
build and furnish your home of to- 
morrow.” 

Two tag lines below the com- 
-pany’s signature tell the reader of | 


by informing and advising the own-| volunteered through the Advertis-|Oil-O-Matic’s all-out transition to 


ers and operators as to the best 


|ing Council and the Four A’s. 


|war work. The company was quick 
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= Ochids, love lellers, 


and lemon pte 


No. | priority on the road to fame for a young and lovely 
New Yorker today is to be named “Miss Subways.” 


One fortunate girl is chosen for this title every month— 
and her picture, and a paragraph about her appear on an 


“editorial” card in the subways 
Subways.” 


under the title “Meet Miss 


Literally. she’s famous overnight—because New York- 
ers read the advertisements and editorial features in the 
subways—and go into action, fast. 


The medium’s policy has 
means of selling New York — 
ten City adults who ride ina 
riders. 


Say it fast! Say it often!/, 
Show your producet in the 


Consider how Miss Ruth Ericsson, Miss Subways for 
December, received 256 marriage proposals. An offer 
of a sereen test. Flowers and other gifts galore—even an 
excellent lemon meringue pie. 


revitalized this time-tested 
proved that the nine out of 
month are readers as well as 


Whether in normal times or in these of gasoline.ration- 
ing, subway advertising is the key to the City. It delivers 
your advertising with forceful daily repetition in color— 
at only 4.6¢ per thousand for subway card circulation and 

1.9¢ for subway platform poster circulation. 


Now Fickens Bring You Their 
Finest Deluxe Quality 


CAP SEALED 


BOTTLES 


Buy Gas for Less! 
REGUL 1 
17° 


100 WM WAUKEE ST. — JAMESVELE i 
o4 een aan —=—- 


Ficken motor oils now are being r 
chandised in the Janesville, Wis., mariet 
in cellophane cap sealed bottles 


to get into war production, and how 
is 98 per cent devoted to this work. 
Williams tells it this way: or 
more than 20 years manufacturers 
of precision-built oil heating equ p- 
ment. For the duration—prodwc- 
ers of precision-built war materia] 
—24 hours a day, 7 days a wee! 

Initial copy in the new campaign 
is to appear in Business Week, Col- 
lier’s, Finance, Fortune and Nevws- 
week, and in Sept. 1 issues of the 
Chicago Journal of Commerce, The 
Christian Science Monitor, and Wall 
Street Journal. Kane Advertising 
directs the account. 


Kelly for Grafton 


In the Aug. 17 issue of ADVERTIs- 
ING AGE, reporting recent shifts in 
Time and Life’s advertising staffs, 
it was erroneously reported that 
Frank Kelly of the Cleveland office 
would replace Baldwin Ward, Life's 
Detroit representative. Mr. Kelly, 
of Time’s Chicago staff, will replace 
W. D. Grafton, formerly Detroit 
manager for Time, who recently 
was named San Francisco represen- 
tative for Life. 


‘Evening Public Ledger’ 
to Be Sold at Auction 


Equipment of the Philadelphia 
Evening Public Ledger will be sold 
at auction Sept. 15-17 on the prem- 
ises. 


The building, garage, machinery, 


equipment, automobile trucks and 
equipment, library and morgue are 
all to be sold. Itemized catak of 
the equipment have been printed by 
Samuel T. Freeman & Co., 1808-10 


Chestnut street, auctioneer. 
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—_— 1,750 locals and trade and industrial Civil War and that of the first) comfort,’ Mr. Van Deventer con- 
Post-War Planning associations. — World War indicates that recon-| cludes, “let's stop worrying about 
* 3 version takes no longer than con- Winning the peace and concentrate 
How Business and Industry Is Preparing To assist its planning board de- version, and, in fact, less. After the on winning the war.” 
for a Peace-Time World sign a popular post-war line of Civil War there was a steady de- McR to New Y k 
Speed Queen washers and ironers, cline in rate of manufacturing ac- cnae to New Ior 
= Fdited by RALPH O. McGRAW. Barlow & Seelig Mfg. Company, tivity for four months, striking bot- Louis Melind Company, Chicago 
Chamber of Commerce Makes | naces, oil burners and other heat-| Ripon, Wis., has launched a contest tom at a level about 23 per cent manufacturer of Justrite marking 
Pos’ War Market Survey ing installations; and 5 per cent said among tts dealers and their em- under the highest war activity peak devices and stationery supplies, has 
Wile American business and in-| they would add rooms either by re- ployes on “What the Speed Queen of May, 1864. Eight months after age Panag C. fa gy — 
dust-y is doing its utmost to help modeling or expansion. Line Should Offer for the Post-War the war’s end the climb back began ~ ° a age lg Ry 
win the war as quickly as possible, Specific industry researches will Market. One $50 war bond will be| and in 10 months manufacturing | the Chicago division sales depart- 
“hs ‘be undertaken in the program by @warded to the dealer and to the activity equalled that of the war . — 
the Chamber of Commerce of the rtal the prog 1 Reg wes ng’ activity equalled that the r ment of the company. 
Uni'ed States is taking a peek into! — of = oo a for the best letters sub- aed wate reaction after the —_—____—— 
future to ascertain facts that) “! include construction, natura a. Jor Jar was about the same and 
ed make easier the huge weg resources, transportation and com- in 13 months after the armistice Grey Issues Catalog . 
ployment task that will follow the | ™unications, manufacture, distribu-. Commenting on the anxiety of manufacturing activity rate was ne gs Advertising Agency, New 
end ng of the war. “Theories have tion, insurance, finance, and foreign business men over post-war condi- back to a level only about four per del pny —, y ol Pony — 
the proper place in post-war | Commerce. — The industrial survey tions, Editor J. H. Van Deventer of | cent less than the previous war ac- department proms The asian 
pla 1ing,” says Eric A. Johnston, will be facilitated through the na- The Iron Age in his Aug. 20 issue tivity peak. . franchise is available to only one 
pres dent, “but the problems that tional chamber’s membership of; points out that the record of the “So, now with that historical store in a trading area. 
pea will bring to American in- 
dustry and to the country as a whole 
will be solved only on a foundation 
of facts.” 
The nation-wide survey which} (3 
the Chamber is making is divided e € 
into two parts: consumer research, 
and specific industrial research. 
First to be analyzed will be the 


of raw materials, plant ca- 
pacity, machine tools, and labor re- 
‘d to meet the demands of the 
consumers. The survey will be kept 
to date currently and will seek 
irnish government and indus- 
try with current facts on post-war 
consumer needs and potential pur- 
chasing power, together with the 
time and requirements for recon- 
version of industry to meet the de- 
mands of a renewal of peacetime 
production. 


Study Shows Desire 


A test survey which has been 
completed indicates that the public 
seems to be acutely conscious of 


things it would like to buy within 
the next six months if the war 
should end tomorrow; and 80 per 
cent of the people interviewed said 
they are ready now to make one or 
more major purchases if it were not 
for the war. On the basis of cur- 


rent savings, however, most people 
are not counting on buying for cash. 

ve per cent of the people in- 
terviewed in the preliminary survey 


said they would buy automobiles; 
ll per cent want washing machines: 
and 10 per cent mechanical refrig- 


erators. About one in 30 said they 
would buy a new house. 

Three out of 10 home owners 
said they would make repairs and 
mprovements in their homes as 
soon after the war as possible. Of 


these, 15 per cent would do outside 
painting; 10 per cent interior dec- 
ration; 9 per cent would remodel 
ne or more bathrooms; 7 per cent 
if the kitchens would be modern- 
zed; a like number mentioned fur- 


5 BIG MARKETS — 
Rolled into 1, that's 


; SALESLAND, U.S.A.” 


* The 

AFRO- 

AMERICAN 
Market 


That busy, prosperous 
area between New York 
and North Carolina — 
3,000,000 Colored peo- 
ple create a great new 
market the size of 
Chicago! 


®@ Write for 


\ 


_ this New 3 Million Market 


ust issued! The complete story of 
his great ‘New Chicago” on the 
astern Seaboard. A Market of 3.- 
100,000 prosperous Colored people 
vith the will and money to buy. 
lere is a virgin field that can be 
profitably approached through the 
owerful influence of their own news- 
apers. The AFRO American News- 
apers give you complete coverage 


— low price. Get the facts 
day. 

* General Offices 

SN. UTAW ST. * BALTIMORE, MD 


Our 8-Page Story About | 


Brother /” 


Walt Raschick of Knox Reeves 
Cops Ist Prize of $150 War Bond 


TALK aBourT hitting the nail on the head! Walt Ras- 
chick of Knox Reeves Advertising, Inc., Minneapolis, 
really did it when he dreamed up "Big Aggie” as a 
name for our buxom gal. 


Yes sir, like WNAX and its big five state coverage 
area, she’s really Big’. Big in coverage, pulling power 
and results commercial schedules bulging with 
year-after-year clients. And “Aggie’”’ well, she's 
the belle in a territory far famed for its wealth of agri- 
culture. What more could be asked! 


So to Walt Raschick goes the $150 War Bond top 
prize in our contest. To all entrants—for every one of 
the thousands of names submitted—our thanks. May- 
be you thought we were “wacky” in announcing a 
contest without including our call letters. Results 
proved folks do know our big gal friend and identify 
her with WNAX. Here's an invitation to let “Big 
Aggie’ and WNAX go to work for you. 


mA S10 


War 


k r, Fulle 


The Eittion. Dollar flankal~ 


UX CITY 


* 


YANKTON 


Affiliated With Columbia Broadcasting System 
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Fred Allen and 
Eversharp Show 
Renewed on CBS 


New York, Aug. 26.—The Texas 
Company and Eversharp, Inc. have 
renewed Fred Allen and “Take It 
or Leave It” over CBS and at the 
same time expanded the shows to 
Columbia’s full network. The Fred 
Allen program, which has been on 
a summer vacation, will return Oct. 
4. It will be aired Sundays from 
9:30 to 10 p.m., EWT, over the full 
CBS network plus 11 CBS stations 
for Texaco products. 

“Take It or Leave It” is heard 
Sundays from 10 to 10:30 p.m., 
EWT, for Eversharp pens and pen- 
cils. The renewal and expansion to 
full network is effective Sept. 
The Biow Company is agency 
Eversharp, while Buchanan & Co. 


20. 
for| the same cast presenting the same 


handles the Fred Allen 
Texas Company. 
“Shadow” Back on MBS 
Delaware, 
ern Coal Company will return to 
the air next month with “The 
Shadow,” veteran radio spine-chil- 
ler. Starting its sixth consecutive 
year on Mutual, the series will be 
heard Sundays from 5:30 to 6 p.m., 
EWT, with the premiere set for the 
latter part of September. The mys- 
tery show has been scheduled on 24 
Mutual stations. Ruthrauff & Ryan 
is the agency. 


show for 


Emerson to Resume 


Emerson Drug Company will re- 
sume the “Ellery Queen” mystery 
series over 16 NBC stations for 
Bromo Seltzer. Starting Oct. 8 on 
the Pacific Coast network and Oct. 
10 over the 10 outlets in the East, 


| EWT. 


Lackawanna & West- 


the program will be broadcast} 


Thursday nights at 12:30 a.m., 
EWT, via the Western stations, with 


episode for East coast listeners on 


the following Saturday at 7:30 p.m., 
Ruthrauff & Ryan is the 
agency. 

Thrivo Signs 


F. G. Vogt & Sons, Aaa aay, 
will sponsor Olivio Santoro, 
year-old yodeler, in a new series | 
starting Sept. 13 over NBC. To be}! 
aired Sundays at 11:45 a.m., EWT, | 
the programs will be for Thrivo dog | 
food. Clements Company is the 
agency. 

Mueller on Blue 


C. L. Mueller Company will 
sponsor Isabel Manning Hewson’s 
“Morning Market Basket’ for its 
macaroni products beginning Sept. 
16 over 20 Blue Network stations. 
The program will be aired Wednes- 
days, Thursdays and Fridays from 
10 to 10:15 a.m., EWT, through 
Duane Jones Company. 


McGiveran-Child Moves 

McGiveran-Child Company, Chi- 
cago agency, has moved to the| 
Chicago Daily News building, 400 
W. Madison street. 


AGRICULTURE Y//S INDUSTRY... 


cp Twin Pillars of Spendable Income in 


Your Wow-Land customers now in- 
families of farmers who 
marketing bumper crops at high prices 


clude not only the 
are 


say the best 
permanent. 


authorities, 


WOW-Land 


is destined to be 


- New Store Clerks 


Training Plan 


Rapid Personnel 
Turnover a Threat 
to Food Outlets 


New York, Aug. 25.—War 
cations have affected sales person- 
nel in retail food stores to such a 
degree that Gerber 


pany, Fremont, Mich., has inaugur-| 


ated a comprehensive sales training 
program to acquaint newcomers 
with the principles of store display | 
in general and the merchandising | 
of baby foods in particular. 

The need for undertaking such a 
project was highlighted by a recent 
survey which revealed that turn- 
over in sales and stock clerks will 


run between 35 and 50 per cent this | 


year, with women replacing men in 
many instances. The emergence of 
this trend was regarded as particu- 
larly significant in supermarkets, 
where orderly servicing of stock is 
a matter of paramount importance 
to manufacturer as well as retailer 
In outlining a_ solution to the 
problem, Gerber issued a 26-page 
manual, entitled “How to Merchan- 
dise Baby Foods Today,” for store 
managers and owners, and a simpli- 
fied version of the book for stock 
clerks. Initial press runs of 10,000 
of the former and 60,000 of the lat- 
ter have already been exhausted. 


Per Capita Sales Higher 


Emphasizing statistics which show 


dislo- | 


Products Com-| 


itself to displays of Gerber foo. 
alone, but includes displays oj 
manufacturer’s chief competit: 


well—Heinz, Clapp and Beech fut. 

The manual, which is copic jsjy 
illustrated, offers a variety of ~ js 
designs and suggests how to id 
dangerous and frequent pitfa! n 


food merchandising. 

The stock clerks’ guide is ha; 
somewhat more informally thar + 
material prepared for execut 
Chief emphasis here is placed o, 
how to restock baby food she e« 
Eighteen specific suggestion re 
laid down in cartoon and text 


Distribution Set-up Change. 


Gerber’s interest in store d av 
‘and retail sales training has ce, 
| intensified in recent years, as e- 
sult of a distribution switc! ve, 
from selling through broke; ( 
|selling direct. Salesmen are \. geq 
'to devote as much time as po: >! 
to servicing stock and lendin: 4) 
| possible assistance to dealers [py 
|some instances, where redesig , 
shelves was deemed advisable.  :e; 
ber salesmen have arranged {o; 
local carpenters to come in an: jpn- 
| stall more efficient stock displa -s 

Federal Advertising Age: cy, 
which handles the Gerber acc: unt, 
supervised the preparation o! the 
sales training literature. 


‘\Issues First Rate Card 


The National Broadcasting ( \m- 
pany recently issued its P: cific 
Coast regional rate card No. 1 
rate card shows rates for the P: cific 


Coast net and Mountain, th 
|Mountain, South Mountain nd 
Pacific supplementaries. Rate s! own 
|\for the Pacific Network of six 
| stations is $1,720 for one “A” ul 


| Expands Ad Campaign 


that the average baby food customer for New York Hotel 


represents more than twice 
dollar volume than the non-baby 
food buyer, the larger manual points 
to the importance of a complete 
baby food department. Detailed | 
plans are offered for the layout 
and servicing of such a store unit. 
An interesting sidelight is the fact 
that the manual does not confine | 


the | 


Needham & Grohmann, New 
York, has begun an extensive ad- 
vertising campaign for Hotel Bel- 
mont Plaza, New York, which has 
just been redecorated. 

Newspapers in 50 key cities with- 
in a radius of 500 miles, and sta- 
tion posters along the New 
New Haven and Hartford Rai! 
will be used. 


York, 


On July 17 WORCESTER 


1.413200 worth of War Bonds 


SEVEN TIMES 
ITS QUOTA 


On July 16, practically all of 
the advertising space in the 
Worcester Telegram and Eve- 
ning Gazette was devoted to 
the sale of U. S. War Bonds. 
Merchants, manufacturers and 
The Telegram-Gazette _ itself 
combined in a supreme test 
of the power of Telegram- 
Gazette advertising. 


NOW ... And In The Future 
Now is the time to get immediate results 
with SPOT CAMPAIGNS on WOW.-the one 
radio station that dominates this huge mar- 
ket. And now is also the time to start en- 
trenching your brand names in the minds of 
the millions of WOW listeners whose demand 
for goods after Victory will be greater than 


but ALSO the families of industrial workers 
with pay envelopes from $35 a week up. And 
very much ‘up’, in most cases, 


WATCH THE TREND 
IN THIS AMAZING MARKET 


For immediate results 


On July 17, American Heroes Day, Worcester met its 
official quota of War Bond sales ($200,000) in the 
first hour of selling. War Bond and Stamp sales for “4 
the day reached $1,413,200 — SEVEN TIMES the 


ity’ = - ea wa 


or for the long pull— 


keep your marketing eye on WOW-Land. ever before. 
(See map, above.) No longér are sales de- 
pendent upon the proceeds of agriculture I x 
alone. These proceeds are now tremendous f . . | 
WOW-Land farmers are “well” again—but f RA 010 STA TION / War orders have sent Worcester’s buying power to new highs. 194 
industrial payrolls are running into the hun- oy according to U. S. Dept. of Commerce figures, Worcester’s retail ss ¥®"* 
dreds of millions. Much of this industry, ee | ' , , — ive 
fy 49 per cent higher than in peacetime 1938. This rich — and res; °°" 
/ . thon 
: : j market is covered by The Telegram-Gazette alone. Circulation © “© 
The Only NBC Station in Nebraska ; 7 40,770 


138,000 daily. Population: Worcester 193,694. City and Retail Zon: 


590 
S000 Watts Day erMighe + 


JOHN BLAIR co. Representative 


John J. Gillin, Jr., Gen’l Manager %* Owned and Operated by the Woodmen of the World Life Insurance Society 


The TELEGRAM-GAZE 


WORCESTER MASSACHUSET Ts 


Georce F. Boorn, Publshs- 
BLOCK amd ASSOCIATES, NATIONAL REPRESENT 


OWNERS of RADIO STATION WTAG 
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Cleveland Advertising Club answers its own question 


lapping. 
we did count! 


the 


Che Club wanted to back them up in the strongest 
possible way—to make its greatest possible con- 
tribution to America’s war effort. 


\nswers to the question “How can we help?” 
were many and varied — confusing and over- 
And we wanted to make everything 


The Organization Plan 


The fifteen trustees of the Club form the General 
Committee. 


There is a sub-committee of men who are best 
qualified by experience and training for every 
branch of the War Effort 
Donors, Bond Sales, Scrap Collection, ete. 


Red Cross, Blood 


“What can we do to help?” 


len per cent of the membership of the Cleveland 
\dvertising Club have volunteered or been called 
to the Nation’s armed services. 


After much thought, we decided to offer the 
Club’s services as the advertising and promotion 


department for Greater Cleveland, covering 


every project that was suggested or approved by 
Washington, or by Cleveland’s own Civilian 
Defense Organization, headed by the Mayor. 


So the Cleveland Advertising Club’s War Efforts 


city. 


Committee was organized in January, made up 
of Club Members, and including just about all 
of the advertising and promotion talent in the 


There is another sub-committee covering every 


branch of advertising and selling and promotion 
— Newspapers, Publicity, Radio, Direct Mail, 


Outdoor, etc. 


ORGANIZATION FOR WAR EFFORTS 


Cleveland Advertising Club 


The chart below gives the complete picture of 
Greater Cleveland’s own complete advertising 
department. 


CIVILIAN RESEARCH mn RATIONING sans ol FAIR RENTS 
MORALE STERLING GRAHAM Tr) Weeder WI Farrar MAL Core. 
NCLE SAM'S BLOOD SCRAP RED CIVILIAN DEFENSE] | US O. FIRST RecruITING | | WAR BonDs 
SALES MEN BANK COLLECTION CROSS : AID ® STAMPS 
ore man ed one mee KOSEl | | cowvect man conte mew RES VEE ON | feommacr aenP Lt Dernton | | wn nn Peacock Ew Bondy _ MB winper_ 
| ™reamert aurtamant rcamane mene wanes mrenmere mranmeny Kart Mighey 
ee | mal 
— = _— at - » “ — 
pce Oh Ne 
NEWSPAPERS POSTERS RADIO SPEAKERS BUREAU MAILING ORGANIZATION ADVERTISERS MAOVIES-SLIDES | | LITERATURE 
+ wtee “ry wees oer ee . wr on - AND RESEARCH “~ wane ele Write mn arker 
svere stare sree srare sreve —Clary Recly sated 


local 


Defense 


How It Works 


Board 


When a project is approved by Washington, by 
Civilian 
uthorities, a member of the Club’ general com- 


littee is present at the discussion. 


he chairman in charge of the proper sub-com- 
ittee is called in and given complete charge of 
e movement, with full authority to “draft” 


or 


other 


ivy member of the Club, and to call upon any 


the committees of advertising and promotion 


ecialists he needs. 


The Cleveland Advertising Club 


A complete plan is prepared, often over night, 
covering every phase of the activity 
ing, publicity, films, radio scripts, billboards 
whatever is required to insure success. 


advertis- 


When the plan has been approved, it is put into 
production, and goes to work under the constant 
direction of experts. 


It’s as simple as that, AND TT IS GETTING 
RESULTS. 


Task Force Jobs Done 


Here are a few of the war activities in which 
the War Efforts Committee has had a part. 


SCRAP AND SALVAGE COLLECTION: 

Official publicity and promotion committee for the 
County Scrap and Salvage Committee. Directed 
January scrap iron publicity on 24 hours notice. 
Handled Rubber Drive, 22,400 lines of newspaper 
publicity, plus radio and other media. Working on 
Tin and Fats drive, handling publicity, providing 
promotion ideas, working with State and National 
committees. Estimated committee man-hours to 
date 1300. 


WAR BONDS AND STAMPS: 

The Club’s War Bond and Stamp Committee taken 
over by Greater Cleveland War Bond Committee as 
its official promotion and publicity bureau. Some 
accomplishments to date: Organized civic advertis- 
ing fund of over $100,000, a la Community Chest, 
for financing of co-operative War Bond advertising 
in newspapers, radio, outdoor and street cars. 
Organized press bureau for daily releasing of War 
Bond news War Bond Parade, three hours long, 
230,000 spectators —— many stage and screen stars 
brought to Cleveland —-supplied ideas for War 
Heroes Day. Estimated committee man-hours to 
date 1850. 


RED CROSS BLOOD BANK: 

Special committee organized publicity displays, 
newspaper stories, mailing pieces, radio features. 
Now directing campaign among all service clubs in 
Cuyahoga County. Supervising test house-to-house 


campaigns. Estimated committee man-hours to 
date 350. 


FESTIVAL OF FREEDOM: 
With American Legion Club, the Club's Come-to- 
Cleveland Committee co-sponsored third annual 
July 4th Festival of Freedom in Cleveland Stadium. 
Cleveland's official Independence Day celebration. 
Attendance 86,000. 5000 participating in program. 
Estimated committee man-hours 500, 
RECRUITING ASSISTANCE: 
Special committee of ex-service men offering pub- 
licity and promotion assistance to armed forces. 
Helped Coast Guard increase Maritime enrollments 
500 per cent thru specially written newspaper adver- 
tising helped in hurry-up enlistments of Army 
motorized battalion mechanics—prepared special 
down-state newspaper-radio campaign for Navy 
enlistments. Estimated committee man-hours 60. 
ARMY SHOW: 
Committee now working on promotion of big Army 
Relief Show, scheduled for Cleveland Stadium, 
September 17th-20th. 
CIVILIAN DEFENSE: 
Providing pool of trained speakers from Club's 
Speakers Division for organizations— wrote and pub- 
lished special hand book—assisted in manning 
special Defense district aiding Auxiliary Police 
Group—provided chairman of Committee as full- 
time assistant regional director, office of Civilian 
Defense for Ohio, Indiana, Kentucky, West Virginia. 
Man-hours 2,000. 
ARMY-NAVY RELIEF: 
Sponsored Cleveland appearance of Hollywood 
Victory Caravan for Army-Navy Relief, 16,000 attend- 
ance, net proceeds $32,000 assisted on ‘‘Meet Your 
Navy Week"’. Estimated committee man-hours 200. 
CIVILIAN MORALE: 
Sponsored huge, free patriotic Song Festival, 9,300 
attendance. Committee prepared and printed 
“Citizens’ Pledge for War-Time America,’’ with 
distribution of several hundred thousand. Aided 
nearby cities in building similar groups. Making 
study of morale among families of draftees about to 
be inducted. Committee man-hours estimated at 
100. 
RATLIONING: 
On several occasions rendered advice on problems of 
County and City Rationing authorities. Man- 
hours 50. 
FAIR RENTS: 
Provided publicity advisor for meetings of Fair Rents 
Committee. Prepared newspaper releases on Com- 
mittee’s policies and decisions. Man-hours 100, 
“FLAME OF PATRIOTISM”: 
The Advertising Club sponsored the ‘Flame of 
Patriotism,’ an &-ft. stone shaft on Cleveland 
Public Square, the flame to burn until war's end. 
READY TO SERVE AMERICA: 
The War Efforts Committee has been organized to 
serve for the duration—and for six months or six 
years thereafter. 
A trained and competent corps of ‘Shock Troops” 
an on-its-toes ‘‘Task Force"’ is ready and waiting 
to do its job, and do it well. 


Leo r. Doyle, Pr if? 


Wm. M. Farrar, Clay L. Reely, 
Vice-Pr nt 


Wm. L. Cope, 77 


Sterling E. Graham, Chairman 
War Efforts Committee 


Geo. F. Buchler. Ci) airmar 


isurer 


’ 
Come -to- Cleve land Committe t 


Horace C. Treharne, Secretar 


Advertising Men Welcome 
The Cleveland Advertising Club is open—second floor Statler 
Hlotel—six days a week, with overtime when necessary. 
Visiting advertising men are always welcome. 
to see our War Efforts Committee in operation, visit us when 
you are in Cleveland. 


If you want 


Hion. Frank J. Lausche, 
Mayor, City of Cleveland, says: 


“It is impossible for me to measure 
the good that you have done. I know, 
however, that the members of your 
Committee have unstintingly and un- 
selfishly given time and effort to the 
particular work that has been assigned 


” 


you, 


{DI ERTISING 


{GE is pleased to present this page. on which its own promotional message would normally appear. to the war activities of the Cleveland 


Other groups which have patriotic or war effort messages specifically addressed to the advertising field ore invited to make use of this space in future issues. 


{dvertising Club. 
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August 31, 194 


ANA Publishes Data 
on Advertising Under OPA 


A 29-page compendium of infor- 


mation on advertising and selling - f : ate “fi ae ; , ; ; 

practices under OPA’s General Era with Optimism tutes, 22.9 per cent; price levels, This diary embraces the observations and reflections of 
Maximum Price Regulation § has 20.1 per cent; and standard of liv- one of America’s most prominent and widely known ad- 
been sent to its member manufac-| New York, Aug. 26.—- American| ing, 15.9 per cent. Seventeen per vertising men. It is presented in ADVERTISING AGE weekly, 
turers by the Association of Na- manufacturers reflect “cautious op-| cent of the manufacturers said post- exactly as written, without benefit of “editorial direction” 


tional Advertisers. The report does 
not cover all of the rulings handed 
down under GMPR, but brings to- 
gether in one place questions and 


“ la ea. : 2 si ie domestic whatever cost. The failure is in « 

answers which bear on all adver- executives questioned expect their reserves in the post-war ta-—ae- women's magazines. She told me leadership. They have moved in 

tising and selling, as well as basic| post-war dollar volume to be|S¥Uming that companies already that she had tested literally thou- parts of the economy, to control, « 
. ‘ 5 a as as 


information on the fundamental 
purposes of GMPR and what it pro- 
vides. 


Block Shifts Schmitt 


, +, , ° _= — 3 - ane ic icflice) , : ati . ‘ ar " » _w 

William J. Schmitt, vice-presi- war dollar volume, using 1939 as a academic discussion, would use August 18, Yesterday one of our ation for total war, the people w 
dent and Detroit manager of Paul pase, 11,3 per cent of those inter- them chiefly for maintaining em- clients was preparing to go out of Come along cea er ae 
Block & Associates, has been trans- viewed said they expect it to be ployment, sales promotion and con- business at the end of this year. By COmsecration and power will sha 


ferred to San Francisco as manager 


of the company’s Pacific Coast of- aaah . j ee paws raw material would be exhausted. a a Eo 

fices. He will ‘be succeeded in De- anticipate “somewhat more” in the ranked in that order of importance. The amount that would be allowed | — eit an SPs GS ony 

troit by Carl Sitta, long-time mem- way of dollar volume. Only 28.5 Eight per cent of those interviewed him under rationing was too small ‘@ay for a little two-page envelo 
ve . da, - - o ° “ 


ber of the Detroit staff. 


|} timism” in 


i“much greater,” 


Business Looks 


Ahead to Post-War 


looking ahead to the 
post-war era, according to the latest 
Fortune survey. Well over half the 


greater than that of 1939, and this 
confidence in the future is under- 


lined by a high degree of attention present scale of taxes elicited some eating She thought it was pretty operate this free economy must c 

currently being given to post-war interesting replies. Those manu- hard to beat a good sirloin steak, tinue to fight their own battles rat! 

production and marketing problems. f@¢turers who regard reserves as washed down with straight whisky. than the nation’s. When our lea 
« c oe 


In response to the query on post- 


while 44.2 per cent 


per cent expressed the feeling that | 


are the concern of 58.2 per cent; 
new methods, 49.4 per cent; new 
technical devices, 38.6 per cent; 
consumption, 36.9 per cent; substi- 


war planning “does not apply to my 
business.” 
A question on how best to use 


have reserves or might conceivably 
build up reserves even under the 


something more than a subject for 


version to peacetime production, 


said they do not have adequate re- 


—— 


The 


Talked today with the 
science editor of one of the 


August 17. 


covering almost 
Asked her what, 
after all this, she considered the best 


sands of recipes, 
every kind of food 


Western gal 


then his stocks of WPB-controlled 


for efficient operation; no substitute 


Diary of an Ad Man 


of any kind. 


— 


icate themselves to total war, 


rect, and support it. 
left the rest to get 


But they ha 
along as be 
it can, and necessarily the men w 


ers develop the vision, courage, a 


administrative skill to organize +t 


the world. 


stuffer which a client wanted. May! 


I shouldn't have “‘wasted’’ my tir 


A a 97 = ees. z was in sight; nor had any way been . - : : 
a volume would be less, and 16 per oe and eo cent saw no pos- found to convert his facilities to war trigwia .T had ae an te x ; 
, : . ’ . "vec , as , ; "iguing, mad an idea for it, a: 
cent said business would be on the sibility of bui ding a iikemeuianess eer oe dy 7 an ak er Fen I just wanted to do it I never cou 
BRIDGEPORT 2 ’ —_ supplier turned up with an offer to ether Rvggltie ben Apited : 
SUNDAY HERALD same level as 1939. deliver enough material to keep him one — Bea igen " My 
7 . going well into next year. So now o : io exe e ove a mane n aif 
” isk More Than A Sunday Paper . eho New Products Planned L & T Promotes Tormey we are to rush a new campaign. If dugust 22 a , 
"A CONNECTICUT ; ; . , “k as aspirin sales are booming here's the eer os Seeee a Enterest t 
with the largest Eighty-three per cent of the Lord & Thomas, New York, has : a ivy va a oo . dispatches from Washington abo 
reader following in the state* manufacturers indicated that some- named John J. Tormey vice-presi- aa meat rationing. Wonder what the 
ae . negamiontinne ic at |cent._ Mr. Tormey, who has been will do with a fellow like me, w) 
oo Bg body in thei organizations is at) with Lord & Thomas for 20 years, August 19 Do reading ratings, pas butchered his own steer at 
eae a 3:31.42 ies |present studying post-war produc- wi}] continue to handle Cities Serv- ratings such as those furnished by has 400 pounds of prime beef hans 
souneniadh namin I tion and markets. New products ice and RCA accounts r. Starch, measure only reading, OF ing in the ice house? Time to f 
} . ” _ . ¢ € we are they also reliable indicators of jow that domestic science womat 
the sales effectiveness of ads? In-  jqea. 
terested today to find, in the case of 
two mail order pages of mine, that August 22. See by the Exod 
the variation in their direct sales fig- that the Lord had quite a time per 
— ures was closely _paralle led by the suading Moses to take on the leader 
- Be variation in Dr. Starch’s figures for ship of his people, and bring the: 
' the “read all” of the same pages. out of Egypt. “And Moses said unt 
If we had enough cases like this we tne ‘ 


Lord, Oh Lord, | am not ek 


might answer this much debated quent: for I am slow of speech, at 
| question of ai slow tongue And the Lor 
said unto him, Is there not Aaré 
cia . luguat 20 Kimer Davis says that” thy eter? l Pang that he a 
% oa we are only ankle deep in this war, speak well. He shall be thy spoke 
nie , and that is right But he implies man unto the people he shall b 
ee that this is due to some failure on to thee a mouth, and thou shalt | 
the part of the people, and that is to him a God.” The first ad 
; wrong. The people are ready to ded-  vertiser-agency relationshie 
7 
“: 
F - . tion of William H. Savin of Roche, 
Chicago Ad Artists Williams & Cunnyngham, and Sid- 
: . ney A. Wells of McCann-Erickson 
Begin Own Course ahi Rocans 
eS * 
| in War Camouflage Wo Fifort Featured 
a . 3 When your “mission” in Houston is “to sell” —it is Chicago, Aug. 25.—Recognizing| voted the August issue of its house 
be ” . “yer ; » technical foundations of | organ, “Freighter,” to telling em- 
; mplished” quicker, better and more economically = that the tech im, EP 
ie ecco nn q 1 . Y advertising art and photography are Ployes what the company is doing 
“s with advertising in The Houston Chronicle. Tiana inant ee: snd to help win the war, and what they 
Bs closely related to the problems of can do to help speed the collective 
oe ‘ ; , citi . war camouflage, the Art Directors effort o aay Spee © Coective 
; This explains why retail, general, classified—all major Club of Chicago next month will yy 46a 
= types of advertisers overwhelmingly prefer The Chronicle. launch an industrial camouflage Joins Chicago Studio 
be, ;course under the auspices of the Thor L. Hauge, art director and 
And—The Chronicle can do the job ALONE! Office of Civilian Defense. . typographer, formerly with Me- 
nt rhe 16 lectures, starting Sept. 16, Gann-Erickson, Needham, Louis & 
ar will be supervised by George Kepes, Brorby and Batten, Barton, Dur- 
| who has recently completed a sem- stine & Osborn, has joined Whit- 
HERE’S THE RECORD FOR FIRST SIX MONTHS OF 1942 FROM MEDIA RECORDS: | inar at the Army camouflage school aker Christenson Studios, Chicago, 


at Fort Belvoir, Va., and will in-| advertising art studio. 


clude intensive study of natural ees 
RETAIL ADVERTISING GENERAL ADVERTISING protective concealment; interpreta- Rose Gets Account 
tion of aerial photography; tech- Russell-Hampton Company, Chi- 
- as wy niques, materials, and applications | ¢ago, supplier for clubs, lodges and 
4 /of camouflage; and practical design other organizations, has 


appointed 
Charles Edson Rose Company, Chi- 
cago, to direct advertising. 
Hosier to Black 

W. L. Black Advertising Agency, 
Reading, Pa., has been appointed te 
handle advertising for Fleetwood 


2,648,689 


Lines 


problems on industrial camouflage 
jand airport concealment. Cost of 
‘enrollment for the entire series has 
_been set at $30. 

| Architects, engineers, industrial 


478,424 
Lines 


1,793,955 


Lines 


278,642 


Lines 


designers, and advertising art direc- 


CHRONICLE Post PRESS CHRONICLE post PRESS tors will be eligible for the course, Hosiers, manufacturer of men's and 
° |which is under the general direc-| children’s hosiery. 
CLASSIFIED ADVERTISING TOTAL ADVERTISING | 
1,489,792 6,652,091 
Lines Lines 
YOU CAN'T LOSE 

. 4,077,087 
te 820,215 Lines 
; a 2,531,944 


Lines 
336,136 
Lines 


—in that important emergency 


“RUSH” —a familiar term. How often have yo 
a written it on an order to your Typographe: 
painting Engraver and Printer—then sat back and won 
dered if all three would make good! For, 
only one falls down your schedule is shattere: 
Faithorn Compositors, Engravers and Pressme 


—all under ONE roof — strive mightily, eac 


craft to match the other two in swift an 
' ATION AND ADVERTISING FOR THE 30TH CONSECUTIVE YEAR : “ 
» ee nee . sure co-operation to meet your deadline 


- w Faithorn brings certainty instead of doub 


THE FAITHORN CORPORATIO? 
Ad-Setters e Engravers e Printer 
504 Sherman St., Chicago * Phone Wab. 782. 


CHRONICLE 


CHRONICLE 


° @ R. W. McCARTHY 
National Advertising Manager 


@ THE BRANHAM COMPANY 
National Representotives 


TO SELL HOUSTON BUY CHRONICLE TEXAS’ LARGEST DAILY NEWSPAPER 
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That « Heth girt may reed the bucks her 


rather loved —nnt whet 2 dictatur deerees 


Commun 


Glass Container 
Companies Hit 
in Patent Suit 


Toledo, O., Aug. 26.—Defense 
attorneys considered today filing 
appeals from a_ federal district 
court decision upholding govern- 
ment patent monopoly’ charges 


against eight companies, the Glass 
Container Association and 61 indi- 


viduals in the industry. 


'dants as a “deliberate” violation of 


the Sherman anti-trust laws, issued 
injunctions against all those in- 
volved in the civil action, restrain- 
ing them from engaging in further 
practices which he said gave them 
unlawful control over the glass con- 
tainer industry. 

Defendants included Hartford- 
Empire Company, Hartford, Conn., 
for whom the judge named a fed- 
eral receiver; Owens-Illinois Glass 
Company, Toledo; Empire Machine 
Company, Portland, Me.; Hazel- 
Atlas Glass Company, Wheeling, 
W. Va.; Thatcher Mfg. Company, 
Elmira, N. Y.; Lynch Corporation, 
Anderson, Ind.; Ball Brothers Com- 


| pany, Muncie, Ind., and the Corning 
| Federal Judge Frank L. Kloeb, 
describing activities of the defen-| 


Glass Works, Corning, N. Y. 
According to the court decree, the 
defendant companies were enjoined 


from holding stock in any 
company in the industry, and indi- 
viduals were enjoined from owning 
stock in more than one concern or 
in being executives of more than 
one company. 


Acquired Patents 


Judge Kloeb ruled that Hartford- 
Empire had acquired a total of 317 
patents from other companies, many 
of them competing patents and 
many of which were shelved, re- 
sulting in stoppage of production 
on the patented articles. Defen- 
dants were ordered to _ permit 
licensing of any one, without royal- 
ties, under present patents and 
pending applications for patents. 

The decision climaxed a_ case 
instituted almost 18 months ago by 


other 


Justice Department attorneys who 
charged that a patent monopoly 
existed in the industry. 


Iowa Wine Sales Rise 

Wine sales at state liquor stores 
in Iowa increased 53 per cent over 
the previous year during the fiscal 
year ending June 30. Wine pur- 
chases totaled 232,147 gallons, an 
increase of 80,401 gallons over the 
previous year. 


Allen Advances Bidwell 
Allen Mfg. Company, Hartford, 
Conn., manufacturer of hollow 
screws, has appointed Ray W. Bid- 
well as sales promotion manager. 
He will assist W. C. Waldo, vice- 
president in charge of sales, and 
will have general charge of sales 


promotion and publicity. 


war 


é,-— 


Ths is the opening advertisement of a 
new series scheduled by Oneida, Ltd., 
which is selling the war effort instead | 
of its familiar Community Plate for the 


duration. 


Oneida Drive for 
Community to Plug 
the ‘American Way’ 


Oneida, N. Y., Aug. 25.—A series | 
of color pages to be launched next | 
month in Life by Oneida, Ltd., will | 
help consumers remember the Com- 
munity Plate trade name for the. 
duration, though production of this) 
silverplate has become a war cas- 
ualty. Initial advertisement in the 
campaign, which is scheduled to 
continue monthly through Decem- | 
ber, will appear in Life’s Sept. 14) 
issue under the headline, “These 
Are the Things We Are Fighting 
For.” 

Placing silverware-selling in the| 
background, copy will deliver a} 
ie, double-barrelled blast at the Axis) 


id- style of life, following the headline 

n with a picture of a child reading, | enon 
over the caption, “That a little girl | a ln oe 4 
may read the books her mother neni 

de- loved—not what a dictator decrees.” NE EVER CALLED 
yuse A small box under the photograph NO Q E 

em- tates: “Some day we will again be ME DARLING BEFOR 
ng ; the Community you love, 

hey but now all the skills and facilities NOT EVEN — 

" of Community are being devoted ; 
to (he war that must be fought and FIRST PROOF of the first 
won. To us, these pages try to ex- cover of MOVIE SHOW—a 

d press the things for which all really new screen maga- 
Me. America is fighting.” zine! New technique! New 

& Batten, Barton, Durstine & Os- a editing idea! New interest! 
ure born is the agency. § 

“4 1 aia 

g0, Ransburg to OPA tig | 

Don Ransburg, who recently re- ‘ ; 
turned to Henri, Hurst & McDonald FIRST RUN MOVIES 
after an absence of several years in a c . 
Chi- Florida as an executive of Arthur presented in a dramatic 
ind Kudner, Inc., has been lent by and original way. ACTION 
nted Henri, Hurst & McDonald to the 


IN PRINT. The magazine 
idea of the year. 


» ‘a 


READER-HOLDING 
FEATURES-—The new 
“School for Beauty” by 
famous John Robert Powers; 
Hollywood “News Reel”; 
Candid camera section; 
personality stories; Movie 
Reviews; “Coming Attrac- 
tions”; Full Color Portraits 
of the Stars! 


Chi- OPA fuel rationing division. 


Ever Feel the Pull of WDZ's 


“DIRECTIONAL. 
PROGRAMMING’? 


Look! | 609 five dol- 


tr orders from 50 quar- 


WIZ 


ry programs . 
60 S| orders from 5 TUSCOLA 7 : ' ae ; =. i . 

in. da ly, 13 weeks... ILLINOIS “Bette Devs fe a * ; 4 
"any ore, ask about ‘ 
sem 

1000 WATTS 
EY? Secause every BULL’S-EYE EDITING 
, rogram carries the “magic 


Aimed straight at young 
women from 18 to 35... 
active, beauty conscious, 
with better jobs, bigger pay 
envelopes. 


‘ouch ppeal—directed only to the 
‘alt of the earth folks.” For 21 years, 


“eyve listened, lived, learned with 


Try it Yow—See Things Happen! 


“Ores advertisers have tried, mar- 
vied « WDZ's pure "DIRECTIONAL 
"OGR«MMING.” Why not feel this 
** yourself, at the low WODZ rates? 


Reduced from actual page size (9 x 
SRR EMNE SES Ser eS tr 


PUBLISHED BY PAUL HUNTER, Publisher of SCREENLAND...AND...SILVER SCREEN 


dust osk 
SOWARL H. WILSON CO., REPRESENTATIVES 


Chicago, Kansas City, San Francisco 
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Seaforth Expands 
Advertising Effort 


Fall and winter advertising plans 
for Alfred D. McKelvy Company, 
maker of Seaforth toiletries for 
men, call for the largest expendi- 
ture in the company’s history. 
Exceeding last year’s record appro- 
priation by 12 per cent, the cam- 
paign includes the use of a large list 
of newspapers, radio and national 
magazines among which are Col- 
lier’s, Esquire, Harper's Bazaar, 
Life, The New Yorker, Vogue and 
Woman's Home Companion. Em- 
phasis will be placed on the Com- 
mando Kit, latest addition to the 
Seaforth line, which was designed 


especially for members of the armed | 


forces. 


Devoe & Raynolds 


Starts Bristle Industry 


Devoe & Raynolds Company, New 
York, has started production of | 
brushes from domestic hog bristles. 
Heretofore, the United States has 
depended upon the Far East for all 
hog bristles used in the manufac- | 
ture of paint brushes. 

The company is cooperating with 
the Department of Agriculture in 
the latter’s effort to gather hog 
bristles through county collection 
agents, officials of 4-H clubs and 
others. In June, Devoe & Raynolds 
Company sponsored a bristle recla- 
mation program and has received | 
many thousands of pounds of old, 
paint-hardened brushes at its recla- 
mation plant in Louisville. 


Army Takes Office Space| Features Tube E: Exchange 


MacManus, John & Adams _ has 


relinquished the entire 12th floor of | 


the Fisher building, Detroit, where 
part of its offices had been located 
for over eight years, to make room 
for Army officers. Agency offices 
located on that floor have 
moved either to the 14th or the 
24th floor. 


been | 


A. H. Wirz, Inc., Chester, Pa., 
manufacturer of collapsible metal 
tubes, devoted its front cover space 
on the August issue of American 
Perfumer to “Tube-for-Tube Ex- | 
change—a habit worth promoting” | 
in support of the tube recovery 
campaign now being conducted by 
the Tin Salvage Institute. 


Watchers in Waltham... 


- 


SE 


Sales for you right here... 


AE RANSAS 


7 


GEORGIA 


WWIL Caoytime Covercge 
PRIMALY and SECONDALY \ | 


You get both with: 


_NEW ORLEANS 


50,000 watts - - clear channel 


When Waltham, Mass.. 
to radio dials. 


writes to—W WL, New Orleans. 


Every so often some timester tunes in on- 


isn’t turning out watch dials it turns 


—and 


Our files fatten with mail from 


fans at every point of the compass. 


But the mainspring of WWL popularity with result-wise adver- 


tisers is our Deep South leadership. 


Here in the New Orleans 


market the power and prestige of WWL make it unquestionably: 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


_woodcraft—at graduation 


Getting Personal 


Henry T. Newton, who was ad manager of the McAlpin Co. in 
Cincinnati before donning Uncle Sam's khaki, is now busy shopping 
for a wedding ring. His intended is Joanna M. Bard of Port 
Hueneme, Cal. . . 

Lunsford P. Yandell, former Blue Network treasurer and now on 
a special assignment with the American Red Cross in London, has 
been credited with rescuing from the limbo of forgotten books a 
small volume titled “The Complete Sayings of Jesus.” Browsing 
through a secondhand bookshop during a Florida vacation not long 
ago, he came 
across a_ battered 
copy and was sur- 
prised that such a 
handbook was not 
better known. He 
sought out the 
author, one Arthur 
Hinds, and to- 
gether they ar- 
ranged for a new 
dollar edition on a 
non-profit basis. 


DRESSING IT UP 


Yandell even or- 
ganized the 
Agency for Prac- 


tical] Christianity 
in New York to 
handle sales, which 
are already well 


past the 25,000 
mark... 
That ear-to-ear 


grin on the face of 
David T. Gilbert, 
Blue Network 
sales service, 
should tell you 
how he feels about being a papa. 
going on 10 days old... 

Francis S. Murphy, gen. mgr. of the Hartford Times, has been 
appointed by Gov. Hurley of Connecticut to a committee to help 
organize. the Air Training Corps of America in that state. ; 

lf Julius Ochs Adler, v.p. and gen. mgr. of the New York Times, 
appears a little more than usually puffed with paternal pride when 
his ‘son, Julius Ochs Adler, Jr., is mentioned, it is with ample reason. 
Enréied at Culver Military Academy, Cadet Adler headed the 914 
boy’ attending the three Culver summer schools—naval, cavalry and 
exercises last week, and he holds the 
cadet commission of regimental commander. ; 

John W. Elwood, general mgr. of KPO, has been named to head 
the radio committee of San Francisco’s War Chest drive. Miller 
Munson of McCann-Erickson will serve as chmn. of the advertising 
group in Chicago’s Community Fund campaign. 

Hal Rogers, president of H. A. Rogers Publishing Co., 
cently spoke in behalf of the Milk for 
the Kinsmen’s Club at the organization’s national convention in 
Vancouver, B. C. Incidentally, Mr. Rogers is founder of the Kinsmen, 
which he formed in 1920 in Hamilton, upon returning from overseas 
service. 

F. Lee Johnston, first v.p. of the Detroit Adcraft Club and v.p. 
of Advertising Services, Inc., has been named field executive of 
the Metropolitan Detroit USO. 

Donald Douglas, pres. of Douglas Aircraft Co., 
the nine winners in the Los Angeles Art Directors Club war poster 
contest. Eight aircraft companies had posted $525 in war bonds as 
prizes for the competition. 


Frank Rasmussen, art director of Magill-Weinsheimer Co., 

Chicago. surveys one of the cartoons he has just drawn 

on the walls of the enlarged canteen for the Chicago 
service men's center. 


David T., Jr., his new heir, is now 


Toronto, re- 
Britain drive conducted by 


made the awards to 


GETS WNAX CONTEST AWARD 


>a ee ogo tee 


tf tthe 5 


os 


ag es. A ee 


Phil Hoffman, vice-president of WNAX, Sioux City-Yankton, S. D., presents a 

prize announcement and $150 in war bonds to Walt Raschick, public relations 

director of Knox Reeves Advertising, Inc., Minneapolis, while Wayne Hunt, execu- 

tive vice-president of the agency, looks on. Mr. Raschick won the station's 

cartoon character naming contest with the appellation "Big Aggie’ for the 
trade character in its advertising. 


High praise is due the directors of the Advertising Club of Los 
Angeles who before convening for their meeting on August 17 
dropped in at a Red Cross blood donors’ center, gave a pint of blood 
apiece, and then went on to dinner and their meeting. After their 
eight weeks’ rest is over, the admen say they'll go back again. 

Frederick Sullens, editor of the News, Jackson, Miss., has been 
named a member of the alien enemy board of inquiry for the South- 
ern district of his state. . Turner Rockwell, editor of the Times, 
Valdosta, Ga., is the new president of Valdosta Rotary Club... 

The “honey king,” Walter Straub of Lake Shore Honey Packers, 
Chicago, is a grandpappy at 45. Grandson Peter Hutchinson Darrow, 
eight pounds of “honey,” was born to the Straubs’ daughter—on his 
grandmother's birthday, July 18. . . 


| Barrows, 


— ces 


i Arthur Barrows 


_.... Named Presiden: 


rage Sears, Roebuc'x 


Chicago, Aug. 26.—Arthu 5s 
one-time hardware 
chant whose business career h: 
cluded service with the nai 
two largest distributors, was n 4 
this week as president of S 
Roebuck & Co. He fills the vax 


created June 29 by the deat { 


| 
| 


|treasurer, as a 


Thomas J. Carney. 

The board of directors, \ 
named Ralph J. DeMotte, com 
member of  ¢ 
board, announced that for the 


|mediate future no successor w: j/q 


| 


| 


|be named to Mr. Barrow’s pos 


as vice-president in charge of 
Pacific Coast territory. Gen. Kk fF 
Wood, who has been acting ; 
dent of Sears, will continue ag 
chairman of the board. 

Mr. Barrows, who is 58, be an 
work with the wholesale hardy re 
firm of Hibbard, Spencer, Bartle = & 
Co., in Chicago, leaving in 191) to 
operate his own retail hardy ye 


| business in Washington, Ind. A ‘er 


brief service with the McKin ey 
Company, Binghamton, N. Y.. he 
joined Montgomery Ward & Co in 
1917 as a merchandising execut 
To Sears in 1926 
In 1925 he moved to San F» »- 


cisco to operate as a whole. |e 
hardware distributor, importer d 
manufacturers’ agent, joining Se irs 
in November, 1926. Mr. Barrows 


was a member of a group of men 
who, under Gen. Wood, were - 
gaged in building the Sears re',j] 
system of stores, and saw exten. ve 
service as a merchandise supervi-0: 
In 1935 he was elected a membe: of 
the board of directors, later being 
appointed to the executive commit- 
tee. He was named vice-president 
in charge of the Pacific Coast area 
in January, 1941. Under the Bar- 
rows management, Sears’ mail order 
and retail stores on the West Coast 
|have moved steadily forward in 
both sales and net profits. 

Sears’ officials also announced 
'this week that although consoli- 
dated sales for the 24 weeks ended 
July 16 were off 2.4 per cent from 
the corresponding period of |ast 
year, at $383,192,786, net profit after 
taxes amounted to $11,075,524, com- 
pared with $10,892,806 in the sim- 
ilar period of 1941. 


| Cooper Joins NBC 


John M. Cooper has resigned as 
publicity director of Station KDKA, 


Pittsburgh, to take a post in Na- 
tional Broadcasting Company’s de- 
partment of news and special 
events, New York. His successor 


will be James F. Murray, for the 
past six years publicity and pro- 
motion director at Station WCAE, 


Pittsburgh. 
| rr 
Two to Hutchins 

Hutchins Advertising Compcny, 
Rochester, N. Y., has been appo nted 
advertising agency for Urbana 
Wine Company, Urbana, N. Y.. and 
Kemp and Lane, LeRoy, N. Y 


You 

keep 
customers 
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KEEP 
SPOTS 
BEFORE ® 
THEIR 
EARS! -::.: 


‘BL ATR = 


& COMPANY ~ 


© RADIO STATION REPRES: NTATIVES 


aye wae 
apoio 


Ee e Ms ae tage Fe : oer a eee ee REY pS ee eg, , a ss 
ee = a p | 
: = ee SS —— ‘ 
_- | 
. a 
ea ee 
=o a | 
sn 
4 a . 
Ps y 7 Oy 
are ~~ big \, XY AY 4 “4 ; : 
; oo | * 
| ag a fe i — er —CiéC(S 
- - | 
hit Y tin | 
_ ri? | 
3 ja .*” 
ae 2 a = a | 
. \/ N LTV ay 
| 3 NPY. | 
“si gs pipe <) y - ~~ | a | | 
Fae 4 S\ PP Ay Y, Y, “3, ag - 
ve c at . ° a f ~ P 
_ , é 
Pa e : «= =" 
¥ ae | 
a, : Pa, | | 
Let ee 
ec ane 
"Hee | | 
| eS a 
Aaa PAISSISSIPRD bs Le 
as all 
S te é J fe “= FLORIDA 
eee ouisiama Agee : : 
eh me _ 
ee y * . NN | 
ae | 
mee 
Ba be 7 ' | ee ee ee ee 
ys « rid . ay Po pee eee oe 
i‘ ys ! 4 
, ee , me a a om a 
Pi . sod . A i 3 <* fs: e 33 
" 3 ”P j or, e< 7 - i. ’ ~ 2 
7 ed a Bia, _~ ‘ “ih 
aa = 7 ‘i ve ~ J z ‘~ + “Ae * } % ‘ F o : 
se Co 7 : “That's Me. a? Sa : (% a a 
eo oe i - of Brother! *. < 4 “A : «Ff* a= any 
m ; - ied “s {<» -_ 7 — : _ 
| | y . \, : bee es 7 a / is 
; eee e 5° _ P aan a ‘~: : — i. 
oe a 5 re, ~we * | 
. ee . > eel Se & v4 p : ; 
by / 
r p Po 
ie o 
é 
; PO 
, SS | 
74 y | 
- 4a 
ae | 
sie re Es" - . . ; . oF 4 aoe = a 
= ae Mg ee a ey wl ee me igi io ila A - a eee ee ai tts iat 28 tpt atte he) oe ae Pa 2ST Spare Wo aes hee begets rote. ee at 5 Ta st a 
So PAs os pie ARS. ee 5 RPA aa ND aa By a ; Del amis eS are AM Mg) ae Mop NS OD cada ies 5 te ee 


7, 
os 


are WAS 
aid 


cwcase 

«om 
a 

can ease 

oy once. 


s TATIVES 


August 31, 1942 


ADVERTISING AGE 


For reference data on these 


media consult the 
MARKET DATA BOOK: 


Advertising Distributors of America 
Atro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 

KGNC, Amarillo, Texas 

KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
‘inneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week Magazine 
Topeka Daily Capital 
Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WEBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, ms Ve 
WEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW., Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF. Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


What Advertising Agencies 


From Coast to Coast 
Think of the 


Market Data Book 


The Market Data Book is the answer to the advertis- 
ing ageney’s prayers! Account executives. research 
directors. media men all find in it the facets and figures 
they need in studying markets and media. And so their 
enthusiastic commendations have welled into a chorus 
of approval that has been heard from coast to coast! 

The following comments show the way advertising 
agencies using the Market Data Book have put it: sue- 
cessfully to work: We use the Market Data Book fre- 
quently. Kenyon & Eckhardt. New York. . . . Have 
found it quite useful in the past. Benton & Bowles. New 
York... . Contains detailed information which is very 
helpful to us. Mitchell Advertising Ageney, Minne- 
apolis. ... Can't imagine buying spot radio without this 
indispensable reference book. Sidney Garfinkel Adver- 
tising Ageney, San Franciseo. . . . Considered part of 
our standard equipment. Moser & Cotins, Utica. . . 
Contains information of great value to us and our cli- 
ents. Witte & Burden, Detroit. . 2. It is one of our 
best used references in both the media and research 
departments. Lord & Thomas, San Franciseo. . . . Is 
an awfully good job. Wade Advertising Ageney. Chi- 
cago. ... Worthy of a preferred position in any adver- 
tising executive's library. Paris & Peart. New York... . 
The data is compiled in such a way as to be very useful. 
Gardner Advertising Company. St. Louis. . . . One of 
the best compendiums of market information we know 
about. Donahue & Coe. New York... . It is of great 
assistance in our planning. Short and Baum, Portland, 
Ore. . . . Contains some very valuable information 
an active member of our library. Batten, Barton. Dur- 
stine & Osborn. Inc.. New York... . It is very helpful. 
especially in’ connection with one of our accounts. 
MeClure & Wilder, Warren, O. . . . Finds repeated use 
in our plans department. Fred’k l. Dodge Company. 
Newark. ... You have done an invaluable job. Comp- 
ton Advertising Inc... New York. . . . We have found 
many uses for it. D’Arey Advertising Company, St. 
Louis... . We are putting this splendid edition to good 
use. Advertising Counselors, Ine... Phoenix. Ariz. . 
We have found the Market Data Book an exceedingly 
handy reference to have around. W. Earl Bothwell 
Advertising Agency, Pittsburgh. ... [It is put to constant 
use as a source of reference. Stanley J. Ehlinger Adver- 
tising. Ine.. Tulsa, Okla... . Its a fine reference. Black- 
ett-Sample-Hummert. Inc.. Chieago. ... We consult the 
book frequently. The Buchen Company. Chicago. . . . 
Contains a great deal of very valuable information. 
Klau-Van Pietersom-Dunlap Associates. Milwaukee... . 
Have found much good use for the copy we have treas- 
ured. Bozell & Jacobs, Inc.. Chieago. ... Chuck full of 
interesting and useful information. Calkins & Holden. 


New York. Add our name to the list of ageney 
executives who are enthusiastic about the Market Data 
Book. Sherman kK. Ellis & Co. New York... . Is of 
invaluable aid, Henri, Hurst & MeDonald, Chicago. . .. 
The uniformity as well as the completeness of the data 
included is a valuable feature. J. Stirling Getehell. 
Inc.. Chicago. . . . It is a reference book we couldn't 
like to have our library be without. Aubrey. Moore & 
Wallace, Chicago. .. . 


mating approximate coverage of programs planned for 


Its particularly helpful in esti- 


both newspaper and radio advertising in specific mar- 
kets. Beaumont & Hohman, Charleston, W. Va. 

It is very complete, Pedlar & Ryan, Ine.. New York... . 
Of the greatest help in analyzing merehandising prob- 
lems of our clients. Ruthrauff & Ryan, Ine... Houston, 
Tex. . . . Does not require the usual research among 
several volumes to get market information. Ferry-Hanly 
Company, Chieago. . . . The book is referred to very 
often by our marketing department. Brown & Thomas, 
New York. . . . Of use in too many ways to state in 
one letter. Roy S. Durstine, Ine.. New York. . . . It 
contains a wealth of information. Van Sant. Dugdale 
& Co.. Baltimore... . We have made this book a regu- 
lar part of our media department library. Batten, Bar- 
ton. Durstine & Osborn. Ine.. San Franeiseo. . . . We 
have found your publication most useful. Sherman kh. 
Ellis & Co. Chicago. . 
in more convenient form than in other publications. 
Horton-Noyes Company. Providenee. R. Lo... The 


Much of the information is 


research department finds it very valuable in studying 
various markets throughout the country. Street & Fin- 
ney. New York. ... We are putting this book to prac- 
tical use on several accounts. Albert: Frank-Guenther 
Law. Boston... . We are using it to great advantage 
in plotting advertising coverage. Frank Kierman & 
Co.. New York... . Whenever a market is being con- 
sidered for one of our clients, we turn to the Market 
Data Book. Root-Mandabach Advertising Ageney, Chi- 
cago... . Packed full of the kind of information we 
need. Vanden Company. Chicago. We have had 
oceasion to use the Market Data Book in) checking 
media and markets for our clients. Lord & Thomas, 
New York. ... We use it steadily in planning our cam- 
paigns. Theodore B. Creamer Advertising, Los An- 
veles. . . . We are finding it extremely valuable in 
our work. Western Advertising Agency. Chicago. eo 2 6 
The 1942 edition is more complete and of greater value 
than any of the good ones which went before. Camp- 
bell-Sanford Advertising Company, Toledo. . . . 1 use 
the Market Data Book almost as much as T use my 
hands. Blackett-Sample-Hummert. Ine. New York... . 


The Market Data Book is a proven time-saver for the national advertiser and his 
agency —combining in one standard reference work all the information which other- 
wise could be obtained only by referring to a dozen or more sources, Make sure 
that all those who have to study markets and media in your organization are thor- 
oughly familiar with the tremendous time-saving value of the Market Data Book. 
It’s standard equipment in the busy office which has to work with facts and figures. 


THE MARKET DATA BOOK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 


Russ Bldg. 
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down, in advance, although it 
understandably declares that the 
complete exposition of its views 
should make such advance rulings 
unnecessary except in the most un- 
usual cases. 


Treasury Statement 
Praised as Real 
Service fo Industry 


(Continued from Page 1) 


vertising disapproved as a legiti- 
mate expense. In no single instance | 
does the Treasury indicate that a| 
“ceiling” has been placed on adver- 
tising expenses, either in relation to 
previous expenditures or to cost of | 
sales, past, current or prospective. 
Under every set of circumstances 
the only rule governing the admis-| 
sability of advertising expenses is 
whether they are “reasonable in|of the Treasury’s stand, some com- 
amount, taking into consideration) panies engaged in the production of 
the facts in each case.” ' materials and supplies under Army 
No fairer, more complete and|and Navy contracts may still be 
more heartening exposition of the} confused as to their individual abil- 
Treasury’s attitude could be ex-|ity to advertise. This confusion 
pected or desired, it is generally| arises from the fact that as a gen- 
felt. Any legitimate advertising ex-| eral rule, advertising costs are not 
penditure which is not obviously| admissable under either cost-plus 
unreasonable or designed to evade! or negotiated contracts entered into 
the payment of just taxes, will be| with the government or any of its 
allowed as a deductible business} departments, except for specific 
expense. Furthermore, the Bureau| authorization for business paper 
of Internal Revenue attests its wil-| advertising in certain cases. 
lingness to discuss individual ap- This has led some manufacturers 


Makes for Clear Track 


Under these circumstances, the 


nitely clear, and no corporation or 


those plans into execution, knowing 


|lems, the Treasury will not quibble 
about their inclusion in operating 
costs. 

Despite this clear-cut exposition 


Heres the only advertising 


YES..BUT \g 
WILL THIS ¥ 
PRODUCT DO... 


@ Advertising through Welcome Wagon 
is unique. It’s the only established medium 
of advertising that “talks back.” 


Usually your advertising is an impersonal 
thing. It goes forth to do its job with “no 
questions asked.” 


When Welcome Wagon Hostesses carry the 
message of your product or your service into 
hundreds of thousands of homes of Newly 
Married Homemakers, Mothers of New 
Babes, and Newcomers to their communities— 


They individualize that message in 
cordial human terms and the pros- 
pect talks back. She asks questions 
which are answered. She may state 
objections, which are explained away. 


That’s why current surveys saow Welcome 
Wagon Hostesses create active consumer pref- 
erence resulting in continuing sales day after 
day to 60°, 70%, and even 80% of all 
housewives called on. 


* 


Write For Booklet Which Explains How This 
Tremendous Advertising Force Can Work For You 


THE WELCOME WAGON SERVICE COMPANY 


THOMAS W. BRICEGS ENTHERFRISE, 


1790 BROADWAY, NEW YORK CITY ¢ STERICK BUILDING, MEMPHIS, TENNESSEE 


plications of the principles laid | 


| status of advertising should be defi-| 
|government contracts (except for! major changes in the executive Per-| this week but ordered the Ch 
individual which has plans for the|the special dispensation governing sonnel of the Association of Cana- 
legitimate use of promotion and ad- technical 


with war contracts to believe that | 
the government will not 
them to use any of the money ac-| 


cruing from war contracts for ad-| 


Sot e « e y e , ici 4 
vertising, and that any advertising Named Officers 


their net profits. 


yattuninatwaeene" wes: by Canada Admen 


vertising is generally inadmissable 
in figuring the cost of items under | 


advertising), 


figuring income for tax purposes. 

To clarify this situation, 
examine a 
case. 


| 


put. 


this contract, advertising is disal- 


and entirely logical reasons, this) 


manufacturer finds it necessary to|president suc- 
continue advertising, to the tune of | ceeds 


vert Moore, Phenner 


( reasonable | dian Advertisers were announced] first newspaper copy and out 
vertising should hesitate to put/parts of the gross income derived|here this week with the appoint-| posters had already appeared 
from such government contracts|ment of J. W. Moore, advertising 
that if they bear a reasonable rela-|may be spent for advertising, and|manager of Maple Leaf Milling 
tion to the business and its prob-|may be deducted from profits in| Company, 
}and ACA direc- 
let us/|tor, as vice-pres- 
hypothetical, simplified | ident of the asso- 
Suppose that a manufacturer | ciation, and L. E. 
has received an Army order for $5,-| Phenner, 
000,000, requiring his complete out-| dent of Canadian 
In negotiating the terms of/Cellucotton 
Products 
lowed by the Army in arriving at) pany, Ltd., to the 
the contract price, but the contract! directorship 
enables the company to make alcated by Mr. 
gross profit of $250,000. For sound! Moore. 


ee 


Heinz Extends 
Swerl Campaign 
to New Markets 


Chicago, Aug. 27.—H. J. Heinz 
Company extended its adver! ng 
\of Swerl, the “magic suds that re. 
| places soap,” to the Chicago, Cleve. 


Ont., 27.—TWo | jand and Columbus, O., market 


Toronto, Aug. 


campaign held up temporarily after 


Plans for the new drive in the 
three markets, plus a series of -pot 
radio announcements twice dail. in 
| Springfield, Ill., had included a list 
of dailies in Chicago and the two 
Ohio cities. Initial copy of 1.509 
llines is similar to test campoig 
| copy which broke last June in Svyra- 
™ | cuse, Utica and Grand Rapids (Ap- 
© | VERTISING AGE, June 15). 

Heinz does not manufacture ‘he 
product and its name does not 
appear either on the package o; in 
the advertising. Swerl is manu/ac- 
tured by National Aniline & Chemi- 
cal Company. 

The new schedule calls for use of 
newspaper advertisements twice 


Ltd., 


presi- 


Com- 


va- | 


The new vice- 


J. W. Moore 


John W. 


$50,000 a year, to protect his normal! Doherty, a member of the advertis- 


| peacetime markets and to perform) ing department of Imperial Oil, os tee ie cre — 
other legitimate business services.| Ltd., who left Aug. 20 for Lachine, opener which announces the “an mes 
In such a case, if the Treasury is|Que., to take over wartime duties! i. new fine suds aiaieaie? Bedie 
convinced that the expenditure is| with the Royal Canadian air force. | ;. fuihoet nid enti in thee Gecing! 1d 
reasonable, it may be deducted for| Mr. Doherty was the second ACA mastet \ ¥ 

tax purposes as a proper business executive to join the armed forces,|  yyoyon Inc Detroit, is the 
|expense, and therefore the gross in-| Robin Merry, former vice-president, agency. , ? aes 


‘come of $250,000 from the govern-| having recently been commissioned 
ment contract is reduced to a net|in the Royal Canadian navy. 
| profit of $200,000 for tax purposes. Mr. Moore has been active as 
While, therefore, in ordinary cases| chairman of the association’s food 
advertising of companies engaged in| manufacturers’ committee, which 
'war production must come out of! has been cooperating with the Do- 
|“profits” in the sense that advertis-|minion government in connection 
|ing is not usually accepted as a cost with its wartime 
|in the negotiation of the contract, | nutritional pro- 


George Harrison Phelps, for 
past quarter-century a prom! 
figure in the advertising field, 
joined Maxon, Inc., as a vice-p 
dent. Mr. Phelps was one of 


George H. Phelps Joins 
Maxon as Vice-President 


ne 
nent 
nas 


ine 


| 


|'reasonable and proper advertising 
costs may still be deducted as a 
necessary business expense when 
net income for tax purposes is being 
determined. 


Servel Stresses 
Industrial Phase 
of Nutrition Drive 


New York, Aug. 27.—Extending 
its “Home Volunteer” campaign, 
which dramatized nutritional guid- 
ance for housewives, Servel, Inc., 
will launch a magazine drive shortly 
featuring an _ industrial nutrition 
program for war workers, to be 
made available to plants throughout 
the country. The new theme will 
| tie in with emphasis on the same 
| subject by the National Nutrition 
Council. 

The industrial plan is based on 
experience in this field acquired 
through tests involving 5,000 em- 
ployes in the Servel plant at Evans- 
ville, Ind., and a program executed 
by Bridgeport Gas Light Company, 
Bridgeport, Conn. 

As in the case of the home nutri- 
tion activity, the new 


local gas utilities. Batten, Barton. 
Durstine & Osborn is the Servel 
agency. 


Plan Boston Conference 
on Distribution Oct. 5-6 


With leading business authorities 
jand government officials scheduled 


Tracy Joins ‘Cue’ 
nutritional | 


angle will be merchandise ‘ 
B chandised through | New York sales staff of Cue. 


|to address the wartime meeting, the | 


| Boston Conference on Distribution 
will hold its 14th annual session 
Oct. 5-6 at the Hotel Statler, Bos- 
| ton. 

Major themes of the meeting will 
|} be the part of distribution in win- 
|ning the war, post-war adjustment 
of business, and major trends in 
distribution. 


| Louis Dean Named 


Maxon Radio Director 
| Louis 
relations for the radio division of 
the Office of Inter-American Affairs, 


will join Maxon, Inc., as radio di-| 


rector Sept. 1. 

Mr. Dean was formerly 
chief for Campbell-Ewald Company 
,and Arthur Kudner, Inc. 


Colonel Harry S. Cameron, direc- 
jtor of public relations for the 
Toronto Transportation Commission, 
has resigned due to ill health. 


"a H. S. Cameron Resigns 


| 


Dean, in charge of network | 


radio 


gram. He will) five original executives to organize 
continue to act|the Dodge Brothers sales depart- 
as chairman of|™ent, = arena eee in - adver- 

. : tising and sales fields in the auto- 
the committee mobile industry. He directed Dodge 
and also will) sqvertising from 1914 to 1921. Late: 
supervise work|he formed his own agency in De- 
of the poster and|/troit, George Harrison Phelps, Inc., 


printed advertis-|and saw it grow in 10 years to one 
ing committees. |of the five largest agencies in the 

Mr. Phenner,| country. ; 
who is chairman Mr. Phelps’ radio experience 
dates back to 1923 when he 


of the ACA’S|iaunched Station WGHP, Detroit 


radio committee,| Which is now known as WXYZ. Mr 
has taken keen! phelps was responsible for the first 
interest in government regulations | multiple radio hook-up when, in 
affecting radio advertising. He is|cooperation with NBC, he intro- 
also a member of the joint commit-|duced the “Dodge Victory Hour,” 


L. E. Phenner 


|tee formed to study radio listening| which linked New York, Detroit, 


habits and will continue with both | Chicago, Hollywood and New Or- 

of these tasks as well as his new|/€@ns. In recent years he has been 

place on the board of directors. |a private advertising consultant 
In announcing the changes, Rob- 

ert Jones, ACA president, said i,, Woods Named Treasurer 

was “vitally necessary for the ACA D. C. Woods has been appo nted 

to have a strong executive commit-| e@surer of Pennsylvania Rubber 


any é a., succeed! 
tee to handle the volume of new | oa? a. 2 oo. aaceiaile 


work coming up every day due to 
MAILING SERVICE 


considerably increased membership 

and wartime problems.” 
Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


| 440 S. Dearborn St. Wabash 8655 


— 


Martin Tracy, formerly with the 
Miami Daily News, has joined the | 


LY 


GEN 


Winning the War is all that matters ! 


_ Today, when America’s vast war effort demands 
e that every muscle be strained in the interests of 
_ Victory, Railway Express is trying to do its 


B 3=—Ssu RAILWAY EXPRESS © 


. AGENCY INC. 
_ NATION-WIDE RAIL-AL 


| 
| 
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ADVERTISING AGE 


WPB Moves to - 
Protect Industry 
Set-up Distribution 


(Continued from Page 1) 


concentration in the United King- 
dom at the invitation of Capt. 
Oliver Lyttleton, British Minister of 
Production. They emphasized that 
information gathered on the trip 
would prove extremely useful in 
planning the United States pro- 
gram, although many factors in the 
two countries differ materially. 
The British, after more than a 
year’s experience in concentration, 
have shifted to what 
“nominative” system 
government assumes the responsi- 
bility for determining which firms | 
are to cease production 
methods of preserving trademarks 
and good will, and providing for the 
physical care and maintenance of 
closed plants, according to Dr. 
Burns and Mr. Dinegar. 


in which the 


Need an Umpire 


Although many important indus-| 
tries were satisfactorily concen- 
trated by voluntary, cooperative ac- 
tion, it is now felt that the responsi- 
bilities of the job are too great for) 
private decision, and an umpire is| 
definitely needed. 

t is important to note that com- 
plete standardization on single, un- 
branded models is now frowned on 
by the British. The economies to 
be achieved by simplification are 
fully recognized, but preference is 
for “utility’’ models or types, pro- 
duced within the limits prescribed 
by the government, but leaving 
room for the exercise of individual 
ingenuity and skill. Particularly in| 
the fields of shoes and clothing has 
the principal of utility models} 
been found an essential to effective | 
price control. 

Concentration has not developed in| 
the retail field, although many out-| 
lets have been forced out of busi- 

bombings and the problems | 
of making ends meet. 


May Pool Services 


Important recent developments in 
Britain that may prove essential to 
a lesser extent in this country have 
been the pooling of delivery serv- 
ices by the larger department stores, 
a system that has proven quite suc- 
cessful in some of this country’s 
largest cities in peacetime; and the 
zoning of marketing territories be- 
tween the manufacturers of biscuits, | 
packaged foods, and beverages to | 
eliminate cross-hauling on the rail- 
Way systems. 

The British government has en- 
couraged institutional advertising of | 
zoned products in the territories | 
from which manufacturers are | 
forced to withdraw. Thus an Edin-| 
burgh brand, which is withdrawn 
from London distribution for the 
duration, still advertises to former 


| 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


@ Photo-engrovers in Chicago 


7 207 North Michigan Ave. 


@ FRANKLIN 5854 g 
Seeee5e5ee 


and the! 


| niture. 


|has found a highly profitable new 


customers that “we'll be back after | 
victory.” 

Imminent shortages of box cars 
and locomotives may force the zon- 
ing of territories between the na- 
tional distributors of branded beer, 
sugar, flour and other bulky prod- 
ucts in this country before the end 
of the war, but no definite moves in 
this line have been made by either 
the WPB or the Office of Defense 
Transportation. 


Production Split Up 


Manufacturers of many packaged 
foods now process their products in 
widely scattered plants. General 
| Mills, for example, produces Wheat- 
ies in plants near Buffalo and Chi- 
cago, and on the West Coast. The 
larger soap companies, through 
their purchase of smaller plants 


they term the| during the past quarter of a cen- 


tury, may find it possible to pro- 
duce all of their brands in each 
major geographical division. 

The WPB, which has been infor- 
mally studying the problems of con- 
centration of manufacturing for 
several weeks, has not yet given) 
any great consideration to the con-| 
centration of retail outlets. 

The problem of maintaining re- 
tailers in lines hit by materials 
shortages, by manpower shortages, 
and by narrowing profit margins is 
one of the most urgent to be faced 
by the government and _ private 
business during the coming year. 


Foresee More Failures 


Although retailers in the auto- 
motive, rubber tire, petroleum, 
electrical appliance, plumbing, heat- 
ing, radio, phonograph, and build- 
ing lines have shown amazing in- 
genuity and adaptability in the face | 
of dwindling supplies of merchan- 


|dise, many credit observers predict 


a rising wave of failures in these 
and other critical material lines this 
winter. 

Manufacturers in the electrical 
goods field report that specialty dis- 
tributors are now dropping out of! 
business at the rate of 10 or 15 a 
week, in a trend that is gaining mo- 
mentum. Some distributors in this 
line have added such varied new 
lines as gift ware, dishes, civilian | 
defense equipment, and casual fur-| 
The Philco Radio and Tele- | 
vision Corporation has encouraged | 
its dealers to take on the distribu- | 
tion of Nu-Enamel paints, for ex-| 
ample, and one enterprising radio | 
and phonograph agent in Cincinnati 
business in the distribution of soap | 
flakes and powder, purchased from 
Armour & Co. in bulk, and dis-| 
tributed in fancy wooden buckets. 

Stromberg Carlson, Zenith Radio, | 
General Electric Company and} 
others in the field have taken on| 
both sales and service personnel | 
from their distributors and dealers | 
for war work in plants, and for sup- | 
ervisory and educational duties on 
production, 


Auto Makers Active 


Virtually all of the automobile 
manufacturers have begun aggres- | 
sive dealer preservation campaigns, 
which include institutional dealer 
advertising, urging motorists to turn 
to accredited dealers to keep their 
cars running by having competent 
service. Willys-Overland Company 
surveyed more than 40,000 dealers 
of all companies on their willing- 
ness to take on new lines and their 
capacities for sub-contracting. The 
survey has been instrumental in 
securing a substantial volume of 
machine shop work in war indus- 
tries, and in adding such lines 
civilian defense specialties and 
blackout curtains to the sales efforts 
of individual dealers. 

Some dealers in the Midwest have | 
turned their display rooms _ into 
grain elevators, others in scattered 
territories have converted display 
and shop space to bowling alleys, 
recreation halls, and night clubs. 

In the furniture field retailers are 
emphasizing re -upholstering, slip 
covers, drapes, paints and other ac- 
cessories. There have been sub- 
stantial booms in the manufacturing 
and marketing of unpainted modern 
and colonial furniture made of solid 
birch, maple, and Ponderosa pine, 
which do not require the plastic 


as | 


binding agents and critical glues 
used in veneered furniture. 

The National Association of Re- 
tail Druggists has reported a “back 
to essentials” trend, in which many 
outlets have placed new emphasis 
on their pharmaceutical depart- 
ments as keystones of public serv- 
ice, aided by the interest in vita- 
mins and nutrition. Many gadgets 
such clocks, toys, and 
shakers are fast disappearing from 
windows and shelves. 

Gasoline service stations and tire 
dealers are making up for falling 
gasoline sales and rationing of tires 
by merchandising campaigns to pro- 
mote frequent tire-changing for 
conservation. Continental Oil Com- 
pany and Esso Marketers have re- 
cently inaugurated new advertising 
drives in this field. 

Over a majority of retail outlets 
in widely distributed lines, however, 
hangs the threat of dwindling stocks 
and rationing. The Illinois Federa- 
tion of Retail Associations recently 


as 


predicted that the squeeze would 
hit thousands of smaller outlets 
early in 1943. 

The concentration committee of 


WPB is giving special study to the 


plight of retailers in Britain, and| 
}in coming months may recommend 


a plan for pooling resources of re- 
tailers and insuring the failure risk 
of small retailers. 


cocktail | 


Private Lines 


ceeeteenistiamteemiemtanianeiaie 

Christmas copy should appear 
earlier than ever this year. As a 
special reminder, the U. S. Post 


Office last week advised that Christ- 
mas packages and cards for mem- 
bers of the armed forces should be 
sent out from Oct. 1 to Nov. l—and 
the earlier the better. Because of 
the urgent need for shipping space, 
the War and Navy Departments will 
urge the public to restrict the size 
of Christmas packages voluntarily 
“to that of an ordinary shoe box 
and the weight to not more than 
six pounds.” 


Brewers are not at all sure that 
they'll get any bottle crowns next 
year, but nevertheless brewery ad- 
vertising will probably hit a new 
peak this fall. Two of the country’s 
leading national accounts in this 
line—Anheuser-Busch and Pabst— 


are reported readying record or 
near-record drives for the fall 
months. 

* * * 


Although the trend thus far has 
been toward the production § of 
larger units of merchandise, espe- 
cially in those lines affected by 


jlar to 


packaging materials shortages, 
actual or threatened shortages in 
products themselves will eventually 
militate toward introduction of 
smaller, rather than larger, pack- 
ages. Most manufacturers fear out- 
of-stock conditions on retail coun- 
ters above almost anything else, and 
therefore commodities which are 
scarce and which may lend them- 
selves to smaller size units are 
almost certain to adopt this practice 
wherever it is possible. 


* * ¥ 


So urgent is the need for action 
on the Nugent plan for “installment 
selling in reverse” that its sponsors 
within the OPA plan to launch it 
through private industry channels 
within the next few weeks, even if 
the Treasury does not approve the 
issuance of a special certificate to 
give to purchasers in the place of 
war bonds. Advertisers will be 
urged to push their own plans, simi- 
those of General Electric, 
Minneapolis- Honeywell, Hotpoint 
and Alcoa, for selling consumers 
the idea of buying war bonds now 
in order to purchase specific goods 
after the war ends. 


N THE morning on the way to work, at lunch time, 


in the evening, or during lunch on the Graveyard 
Shift—these are the times when the thousands of war 
workers in the WGY area have an opportunity to 


turn on their radios. 


At these hours when war workers can listen, they 
tune in to WGY. That is the outstanding fact un- 
covered by recent surveys made for WGY by the 


General Electric Market Research Department. 


to W 


big 


% It's the area's only 50,000-watt station 


% It has the area's lowest frequency 


Between 6:30 and 7:00 
a.m. 38 per cent of this 


listening while they eat 


breakfast or drive to work. 
Three out of four are tuned 


In the evening, when the 
network 


grams. WGY is the only 
NBC Red outlet within 90 
miles of Schenectady. 


TO REACH THIS REGION’S 
WAR WORKERS, USE WGY 


radio owners are 


stations combined. 


shows 


are few moments of relaxation. 

competing for attention, WGY is this region's only 

WGY broadcasts those station to offer all-night 

\/ popular NBC Red pro- service. Night workers in 


% It has the area’s longest record of service. 


WGY-% 


During the noon hour 
WGY has more listeners in 
this region than all other 


At lunch on the Grave- 
Y. yard Shift, sometime be- 
tween midnight and 7 a.m., 
workers turn to WGY for a 


32 states and the District of 
Columbia have written to 
thank us for this service. 


WHEN WAR WORKERS CAN LISTEN, 
THE STATION IS 
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* is right and what is needed, and Kelvinator slant, is headlined “Ice 
as - e vinator imbued with the confidence that a Cubes for Japan.” 
7 better world can be forged even in Copy throughout the series will 
» the blinding heat of war. be of a challenging, inspirational 
With No Consumer “No great cause can succeed’ nature, with the fight for victory, . e 


Goods, Advertises 


Extensive Campaign 
Includes Magazines, 
Dailies, Business Papers 


(Picture on Page 35) 


Detroit, Aug. 27.—One of the 
nation’s largest peacetime adver- 


tisers, Nash-Kelvinator Corpora- 
tion, which has shouldered a war 
production load several times 


greater than its normal business, 
will resume advertising extensively 
next month. Through its new cam- 
paign, the company hopes to pro- 
mote the war effort, help protect 
the future of its dealers, and main-| 
tain its own name in the public eye. 

This manufacturer of Nash autos 
and Kelvinator and Leonard refrig- 
erators is devoting its expanded 
facilities exclusively to the produc- 
tion of huge cargo-carrying flying 
boats, 2,000-horsepower Pratt & 
Whitney engines for fighting planes, 
mass quantities of hydromatic pro-| 
pellers and much other military 
equipment. No domestic products 
trickle off the production lines, but 
Nash-Kelvinator still has something 
to market. 


Pierce Explains Stand 
“We've got plenty to sell,” Frank 
R. Pierce, vice-president, told Ap- 


VERTISING AGE in explaining the 
reason-why behind the company’s 
renewed advertising, which is ex- 
pected to be on a sustained basis. 


“We've got our share of the nation’s 
whole war effort to sell. We've got 
the American way of doing things 
to sell, and the same salesmanship 
that helped make America great has 
a vital role in helping to win the 
war. No war was ever won without 
the kind of inspiration that keeps a 
nation united, with every individual 
fighting the same fight together, 
schooled in the knowledge of what 


| without inspiration- 


| The Christian 


and we Amer- 
need not ask ourselves 
we have anything to sell.” 


icans twice 


Uses Color Copy 
Full-page, four-color Nash-Kelvi- 
nator will break in 


copy national 


| magazines beginning in September, 


according to H. G. Little, director 
of advertising and public relations. 
In addition, color pages in women’s 
magazines will start in January. 
Also planned for early insertion are 
black-and-white ads in newspapers 
in specially selected markets and 
plant cities. 

On the magazine list 
can Magazine, Atlantic 
Business Week, Collier's, Fortune, 
Good Housekeeping, Household 
Magazine, Life, McCall’s, National 
Geographic, Nation’s Business, 
Newsweek, The Saturday Evening 
Post, Time and United States News. 


are Ameri- 
Monthly, 


will be included. 

Layouts will follow a large, dra- 
matic illustration scheme, with 
headlines generally in the artwork 
and about a third of the space 
devoted to copy. Consumer ads will 
be signed “Nash-Kelvinator,” al- 
though the weight of the copy may 
frequently be directed more heavily 
toward Nash or Kelvinator. The 
logotype is split with line drawings 
of a symbolic Nash and Kelvinator, 
while under it appear similar small 
signature cuts of the company’s 
principal war products flying 
boats, huge radial motors and pro- 
pellers. 

War Themes Used 


The first of the ads 
headline “Up Where 
Never Fought Before,” 


the 
Has 


bears 
Man 


Science Monitor also) 


with the sub-| 


head, “Nash-built engines will blaze | 


the way to victory.” <A_ full-color 
illustration shows the Navy’s new 
Corsair fighting plane, which the 
copy explains will “outclimb, over- 
take and outfight any known Nazi 
or Jap plane,” powered as it is with 


a powerful Pratt & Whitney air- 
cooled, super-charged engine. The 
second ad, with a more definite | 


WHAT THE 


HOME DAILIES* 


GIVE YOU 


IN OKLAHOMA 


2/2 TIMES THE 


COVERAGE OF 


THE LEADING "OUTSIDE" NEWS- 


PAPER 
SALES IN THE 


STATE'S MOST 


RESPONSIVE MARKETS 


PLANNED, SYSTEMATIC MER- 
CHANDISING CO-OPERATION. 


*Newspapers in Southwest Dailies cities 


The Southwest 


' 

ALTUS Times-Democrat 
ALVA Review-Courier 

ANADARKO News 

| CLINTON News 

| CUSHING Citizen 
DUNCAN Banner 
DURANT Democrat 


ELK CITY News MANGUM 


EL RENO Tribune 
FREDERICK Leader 
HENRYETTA Free Lance 
HOBART Democrat-Chief 
HOLDENVILLE News 
LAWTON Constitution 


Dailies Group 


NOWATA Star 
OKEMAH Leader 
PAULS VALLEY 


Democrat 
PERRY Journal 
PRYOR Democrat 
SEMINOLE Producer 


Star VINITA Journal 


HIT HOME... with the HOME DAILIES of OKLAHOMA! 


SOUTHWEST DalLies 


gf OKLAHOMA 


New York Chicago Detroit 


Memphis Oklahoma City 


os ee Me, 


| Furnishings, 


the whole war effort and Nash-Kel- 
vinator’s part in it the recurring 
themes. The reader is left with the 
impression that this company will 
emerge from the war far stronger 
in energy and purpose than it 
went in. 

Mr. Pierce explains to dealers the 


reasoning behind the Nash-Kelvi- 
nator program in a signed adver- 
tisement that appears this month 


in a score of business papers cover- 
ing the automotive and refrigera- 
tion field. The new program, he 
states, is designed to accomplish 
three things: 


“1. To report to our present and 
future owners on the vital part 
Nash - Kelvinator is playing in 


America’s war effort—the honor of 
building fleets of great cargo-carry- 
ing flying boats, and engines for the 
highest-flying fighting ships in the 
world. 

“2. To promise that the Nash 
and Kelvinator of the peacetime to 
come will be finer, better than ever 
because of the amazing technologi- 
cal developments called for in Nash- 
Kelvinator war work. 

“3. To maintain and to increase, 
for the future profit of Nash and 
Kelvinator dealers, the public 
esteem for the company’s products.” 


Pages, Spreads Scheduled 
In the automotive field, with full 


pages and spreads appearing in 
Automobile Topics, Automotive 
News, Motor, Motor Age, N.A.D.A. 
Bulletin and other publications, 
advertising will be signed, as usual, 
“Nash Motors Division.” The first 
of these ads reproduces the first 


national magazine ad for the deal- | 


er’s information, in addition to the 
Pierce message. 
In the refrigeration 


field, Kelvi-| 


nator and Leonard will have sepa- | 


their 
slogan 


with 
no 


own 
has 


rate advertising, 
logotypes. While 


been adopted for use in consumer | 


ads, the familiar Kelvinator phrase, 
“Get More—Get Kelvinator,” will 
be used constantly in business 
papers. Both Kelvinator and Leon- 
ard advertising will appear in 
Electrical Merchandising, House 
Furnishing Review, National Furni- 
ture Review and Retailing Home 
with Kelvinator copy 
also appearing in the Air Condition- 
ing and Refrigeration News, Bulle- 
tin of N.R.D.G.A., Electrical Home 
Equipment Dealer, Electrical World, 


Electric Light and Power, and 
others, with LTeonard copy also 
|scheduled for Western Home Fur- 


nisher. In the ice cream field, the 
schedule includes Confectionery-Ice 
Cream World, Ice Cream Field, Ice 
Cream Review and Ice Cream Trade 
Journal. 


Both of the company’s dealer 
publications, “Nash News” and} 


“Cold Facts,” 


keeping the retailers informed of 
the company’s activities. 

Geyer, Cornell & Newell, Inc., is 
the agency. 


Asks Senate Inquiry 
Into Petrillo Order 


An immediate investigation of the 
record and transcription ban issued 
by President James C. Petrillo of 
the American Federation of Musi- 
cians was asked last week in a 
resolution introduced by Sen. D. 
Worth Clark of Idaho. 

The union edict, which Sen. Clark 
said would prevent “millions of 
radio listeners from hearing musical 
recordings,” will be investigated by 
the Senate interstate commerce 
committee if the proposal gains 
Senate approval. 


‘Liberty’ Announces 
New Rate Structure 


Beginning with the Oct. 10 issue, 
Liberty circulation guarantee will 
be 1,000,000 copies a week, accord- 
ing to an announcement by Paul 
Hunter, the magazine’s publisher. 
Black and white rates will range 
from $2,100 for one page to $715 for 
a column. Agate line rate will 
be $5. 

A four-color page will be $4,000 
letter press, and $3,100 rotogravure. 
Two-color rates range from $2,600 
for a page to $910 for one column. 


will be continued as a 
means of maintaining contact and | L- 


The rates for this department are as follows: 
Wanted,” 


“Help Wanted,” “Positions 
“Representatives Available,” 30 
cash with order. 

All other classifications 
$4.75 per inch. 


cents 


(single insertion rates): % 


“Representatives Wanted, 


a line, minimun charge $1 


in., $2.75; 1 to 


HELP WANTED 
WANTED: Auditor. Male; over 45 
with Advertising Agency experience 
and full knowledgee of Federal, State 
and Local taxes Give complete edu 
cation, past employment, and refer 
ences All replies held in confidence 
Our staff knows of this advertise 
ment 
Box 3777, ADVERTISING AGE, Cho 


COPYWRITER 


with production experience. Medium 
sized advertising agency in middle- 
western city of 160,000, serving na 
tional accounts, Excellent) opportu- 
nity to £0 with growihne agency 
Give details, age, references, salary 
requirements in. first letter. 

Box 3780, ADVERTISING AGE, Cheo 

WANTED 
Women to sell major medium 


in Chiengo! 

Must 
and education; 
sell 
advertising 


have Lood personality 
background and 
Should 
know |l- 
Salary dur- 
Liberal 
plan 


earnings, 


ability te essential 


have basi 
edge or experience 


ing training period, 


alary and commission 


permits no limit to 
Write full 
perience and 
Photo if 
Box S784, ADVERTISING 
man, preferably 
editorial or 
draft exempt 


qualifications, ex- 

background 

possible 

AGE, Chero 
fraternity 

advertising ex- 
Send return 


College 
member, 
perience, 


HELP WANTED 

or full-time advertising sx ex. 
represent football pre 

Big Ten schools Indicate re 

ity and experience in letter 

Box 3779, ADVERTISING AGE 

Copywriter for established Ci 
nati agency Must be exper 
on both industrial and col 
Copy (iive details and 
pected no samples 


Box $782, ADVERTISING 


Part 
man to 


ne 


salary 


AGE 


POSITIONS WANTED 
woman — experienced = se. re. 
tary % vears subscription and 
culation management for trade | 
publisher. 

tox 3783, ADVERTISING AGH 
YOUNG WAN, college, dratt deterred, 


Young 


employed spot radio media Di 
largest agency in field, seek 
connection us assistant to 
buver 
ox 3781, ADVERTISING AGE, > \ 
Space Salesman Available N 
experience selling trade pape 
Sold direct mail—Draft exe 
College yvraduate—Plenty of ru 
Box 3776, ADVERTISING AGE 
if in the Army! 
1A in your firm? 
Young married ady man 28 
with prod ais of ady dept of 
Dept. Store chain wishes conne 
in prom. dept. of firm doing bu 
by mail 
Prom.—selling—pub. experience 


able photo with complete letter Main forte Production : 
Box 3778. ADVERTISING AGE, Cheo.! Box 3775, ADVERTISING AGE, 
A. H. ROGERS had been connected with news- 


Lawrence, Mass., Aug. 25.—Alex- 
ander H. Rogers, 74, owner-pub- 
lisher of the Lawrence Eagle and 
Tribune, died last week at his sum- 
mer home in Seabrook, N. H., 
where he had been recuperating 
from a recent illness. 

Mr. Rogers, who also owned and 
operated Station WLAW in Law- 
rence, leaves his widow, Mrs. Ethel 
Lynn Rogers, and son, Irving Emer- 
son Rogers, who were his business 
associates. 


R. P. McCLURE 

Des Moines, la., Aug. 25.—Robert 
P. McClure, 26, former member of 
the advertising department of Mere- 
dith Publishing Company, was 
killed Aug. 19 when a light trainer 
plane crashed on a routine training 
flight near Aberdeen, S. D. Mr. 
McClure was a civilian instructor at 
the Army air force glider training 
detachment field. 


ALBERT L. LENGEL 

Oakland, Cal., Aug. 25. — Albert 
Lengel, 52, production manager 
of the Oakland Tribune, died at his 
home in Berkeley, Cal., of a heart 
attack Aug. 10. Mr. Lengel, widely 


papers in Kansas City, Los Angeles 
San Francisco and Bakersfield 


H. J. MEYERING 

Rochester, N. Y., Aug. 25 
Funeral services for Herman J 
Meyering, president and one of th 
founders of Genesee Lithograph 
Company, who died Aug. 20, wer 
held today. Mr. Meyering, who was 
formerly with the Karle Litho- 
graph Company, led in forming the 
Genesee firm 35 years ago. 


) 


W. R. McBRINE 

Houston, Tex., Aug. 25.—W. R 
McBrine, 56, assistant manage 
the Commerce Oil Company anc 
formerly advertising manage! 
Imperial Sugar Company, Sugar- 
land, Tex., died here Aug. 21 


PAUL H. GAHL 

Chicago, Aug. 25.— Paul H. G 
assistant division manager oi te 
Criterion Advertising Company, 
died at his home here yesterday o! 
a heart attack. He was 39. 


JACKSON TOWNSEND 
Hoosick Falls, N. Y., Aug. 29 
Jackson Townsend, preside! if 


known in the newspaper field, was Wood Flong Corporation, died at 
the inventor of the “All-Tone” pro- Cambridge, N. Y., Aug. 23, ©! the 
cess of newspaper half-tone repro-| age of 52. He was well known '? 
duction and held other patents the printing and allied industries 
connected with printing. He had through his research contri! mn 
been with the Oakland Tribune especially on dry mats and reo- 
since June, 1932, and previously typing 

— 
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Sentral Illinois is booming 
industrially and agricultur- 
ally. Reach a big chunk of 
it thru the DECATUR station, 


250 W. 1240, Ful! Time 


Sears & Ayer, [(eP* 
Local help «'*'e™ 


MONTREAL 
TORONTO 


WINNIPEG 
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South Bend Surve COPY STRESSES LAVA AS TOILET SOAP’ WPB Applies Brake Commerce Building 
y . Ll . 
ch Nutrit SHOW NS THE IAT T on Distribution of Lobby Is Host to 
. * 
ows Nutrition Lumber Supplies Wartime Ad Show 
HAT Washington, D. C., Aug. 27. Washington, D. C., Aug. 27. 
Knowledge Up 19% | Rigid controls on the distribution) The Department of Commerce has 
TOILET and use of all types and grades of opened the first extensive exhibit 
= an softwood lumber became effective of commercial ad\y ertising in a gov- 
1 ‘a i souk en en ta SOAP Soeny with issuance of WPB ernment building 
, ma an improvement of 10 per cent Conservation Order M-208, replac-| At the invitation of John H. 
= in their knowledge, attitude toward 4 as k — memporery construction Morse, chief of the publications unit 
- ynd actual use of healthful foods wae bere previously imposed. of the Bureau of Foreign and Do- 
‘oll wing last April’s one-week esta lumber hastoos described mestic Commerce, 398 advertising 
community nutrition campaign, it ear» any sawed lumber agencies have furnished 1,030 sam- 
was announced here this week. (€ xcept shingles ol renee of any ples of their best wartime adver- 
Findings of the latest Crossley ee grade, whether rough, | tising, to be displayed in the huge 
a survey in the Indiana city were re- dressed on one or more sides or Commerce building lobby for an 
vealed by Paul V. McNutt, director edges, dressed and matched, ship-| extended period. 
oes of Defense Health and Welfare er pea 3 es or bord The ads were divided, 30 per cent 
> species Ss 4 . - ‘rease . . +6 . 
Services. According to the report, near ata egal poscicrs pod peed gene eee —, oe 
basic food knowledge was up 16 : ae” ’ -| cent to selling war bonds, 14.4 per 
in- per cent in the second survey, which oh ae cent to conservation, 9.4 per cent to 
followed an initial study taken be- i's Extra-Fast for Dad _ Yet Gentle Fou classes of preference ratings nutrition, 3.7 per cent to labor rela- 
fore the nutrition week got under Enough Even for Mom ond the Kids! were set up for the guidance of tions and 3.3 per cent to salvage 
way Tha mean ' greese, grime producers and distributors. The Wayne Chatfield Taylor, Under 
Familiarity with enriched bread " order also provides that no person Secretary of Commerce, in announc- 
showed a 20 per cent improvement a accept delivery of softwood ing the exhibit, termed it “proof of 
ir. (ADVERTISING AGE in its April 27 me —— required for use|the tremendous part being played 
issue reported that promotion was te . within 60 days, or in the case of by private industry in supporting 
heaviest for enriched bread, flour ane LENT mone munecies! te lumber needing seasoning, | the wat effort, and tangible affirma- 
mr and cereals). Selection of food os en eee ccel 120 days. tion of the Department of Com- 
groups for food values advanced —— merce’s belief in a strong, vigorous, 
nearly 9 per cent, Crossley said, ‘Pepsodent Promotes informative industry. 
jointing out that these factors might —___—__ 
aia the over-all improvement to Luckman, Two Others 
around 12 per cent. Charles Luckman, vice-president | Morby Succeeds Oxarart 
The Crossley report called atten- and general manager of the Pepso- O. G. Morby, former radio space 
tion to the improvement register- Company for the past four|buyer for MeCann-Erickson, Inc., 
ing highest in the low income ep Gabe Gane tastes tis eentaes etnias thtioeien cata years, has been made executive San Francisco, has been named San 
groups and older age groups, the vice-president. He joined the Chi-| Francisco manager for Radio Sales, 
su ta previously found to need nu- Procter & Gamble Co. is using large-space newspaper copy to promote Lava as aamemer ee a a ee py eer prea = COnaret, 
tritional -oveme t most. “toilet * d ‘it entleness—as_ well thoroughness—i mphasized. ’ ie i Toulf , ‘ wae poo become any cngh and local 
lal improvement ' e ‘roller soap an $ 9g ess——as well as oughness—is emphasize Henry F. Woulfe, production) sales representative for the Colum- 
Every food classification in the eerenemaseesemaeminas manager, was named general man-| bia Broadcasting System in Holly- 
survey showed a rise in use as com- | and Wilfred J. Eckman, his | wood ; 
pared with the preliminary suay. Lava Labeled DMAA Schedules assistant for the past four years, ——__—__—_——— 

Bread shared the highest percent- |, e es - been appointed production | m 
age use, although its rise was only Toilet Soap in Series of One-Day manager. Ruppert at ‘Crossroads 
oa 2 per cent; butter, which likewise = ae Jacob Ruppert Brewery, New 
eWS- had the top spot in use, showed a Expanded Drive Fall Conferences ‘Names Joseph E Mood York, will shortly erect an adver- 
eles rise of only 1 per cent for the sur- shite Waste oe “a ’ ne gg | » y tising board in Time Square, the 

vey. Fruits and vegetables (other |. ew York, Aug. 27.- Procter & New York, Aug. 26. lhe first of Joseph E. Moody, former!) dis- | “crossroads of the world Phe sign 
than green and yellow vegetables) Gamble Company this week injected a series of wartime conferences to trict representative of the War Pro-| Ww ill replace the well-known Piant- 
haved 6 13 Om phroee sie tot amen: |? new element in its aggressive copy be held throughout the country a beg Bove .woaggg: Phake Ice er’s Peanuts spectacular, rheme of 
95 ' meat, poultry and fish gained al- for Lava ASE” te referring to the prod-| under the sponsorship of the Direct) . ened on marl acne pabecraae ag es Antal Bs 
- 2 most 7 per cent (this classification uct as toilet soap in full-page Mail Advertising Association will gab be cael 
€ the also. enjoyed heavy commercial newspaper space. rhe new tag was take place at the Roose elt Hotel 
. ; Dt tion during the test). used = aga kc the Lance ent Friday, “ee 16 sie lial 
oo rossle -_ , . asize tive phrase, “the good gray bar with trade groups in le advertising anc 
Be th; viens > Branch her ana the world’s creamiest, snow-white allied fields will participate in the AIR CARG 
= ODHWS and the research organiza- | lather” beneath the Lava signature. meeting. . © 
sn tion regarding questions to be asked, Full pages, featuring the latest In addition to discussions on the d 
| no contact was maintained with | tWist, broke in virtually all impor-|use of direct mail during the an 
the government in the nutrition | t@™t cities in New York State, Bos-| emergency, a program feature will 
check. nor any contact with the tom, Providence, Fall River, New| be a telephone roundup of news and MOTOR TRANSPORT 
business firms which helped to 3edford, Philadelphia, Scranton,| opinions in which government offi- 
V.R finance the survey. | Wilkes-Barre, Newark, Baltimore,| cials, producers and users of direct : 
ae a : and Kansas City. In addition to| mail will take part. Every war has presented new problems which were either 
nd ae this schedule, insertions ranging; Richard Messner, DMAA vice- directly or indirectly responsible tor the post-war development 


from 600 to 1,500 lines are appear- 
ing in Chicago, St. Louis, Cincinnati, 
Cleveland, Pittsburgh, Indianapolis, 


rr of Detroit Account to Dreher 
" Detroit Tap & Tool Company, tap 


and gauge manufacturer, has ap- ; 
sointed p neces F. Dreher . Pn Akron, Detroit, Kalamazoo, Lans- 
New York. to handle its account. ing, Pontiac, and Jackson, Mich. 


All copy continues to stress Lava’s 
| all-around utility, thoroughness and 
gentleness. Biow Company is the 
| agency. 


SAVE STEPS IN 


| Gets Seed Account 
| 


Logan & Arnold, Los Angeles, has 
been appointed to direct the account 
|of Germain Seed and Plant Com- 
pany, maker and packer of seeds 
land grain supplies. 


nnox 


DOWNTOWN OW TOoOvUR DOORSTEP 


SAVE.. 
TIME and EFFORT! 


Quality engravings 
on schedule 


president, is chairman of the con- 


vention committee. Additional pro- 
gram details and reservations are 
available from the _ association's 


headquarters, 17 E. 42nd street. 
‘Time’ Circulation 
Hits One Million Mark 
| The circulation of Time, New 
York, has now reached the million 
weekly point, P. I. Prentice, its pub- 
lisher, has announced in a letter to 
subscribers. In reviewing Time’s 
19-year history, which saw the 
news magazine climb from 18,500 
circulation in 1923 to its present 
peak and introduce a new style of 
writing into journalistic circles, Mr 
Prentice pointed out that only one 
other magazine in the history of 
publishing has reached 300,000 cir- 
culation at a subscription price of 
$5.00 a year. 

Recalling the touch-and-go stage 


of Time’s birth, Mr. Prentice 
pointed out that no_ established 
publisher could be found to back 
the publication, believing that the 


news magazine had little potential 
power. Among readers, however, 
who felt enthusiastic over the pub- 


lication was one squire of Hyde 
Park, later to become President of 
the United States Mr. Roosevelt 
said hearteningly: “I feel certain 


Time will grow in popularity.” Mr. 
Prentice’s letter to subscribers 
pointed out that a probable factor 
in Time’s rise is the fact that there 
are three times as many high school 
and college graduates in 1942 as 
there were in 1923. 


Appoints O. F. Cozier 

O. F. Cozier, formerly represen- 
tative for National Petroleum News 
in the Oklahoma territory, has been 
appointed mid-continent manager 
for World Petroleum, with offices at 
2216 E. 19th street, Tulsa, Okla 


of new products or new industries. 


World War | not only improved the design and basic stand 


ards of motor transportation equipment but also proved its 
ethciency for long distance hauls as compared with the previous 


idea of using it to replace the horse and wagon. 


Likewise, this war is proving the efheiency of ai. transport 
It is destined to revolutionize our transportation and distribu 


tion systems. 


This revolutionary process will not, however, seriously aftect 
those of our present transportation systems that are sufhciently 
Instead, 


flexible to meet the future demands of Air Carvo. 


they are ottered a chance for expansion. 


The trucks and tractor-trailor units of this nation can and will 


meet the cargo planes wherever and whenever they choose to 


land and we will need more of them as the air tonnage in 
CTCASCs. 
It will not be national tonnage alone, but international ton 


nave tor the vreat task of rebuilding the earth and feeding its 


} 


peoples atter the war. 


4{) 


vears avo and after pointing the way toward each succeeding 


Having started as the ‘Team Owners’ Review more than 


cargo transportation development, it is only natural that DD and 
W should today add 


for the guidance of the shipping, 


a new monthly department, Air Cargo, 
trafhe, transportation and 


warehousing executives if serves, 


Add D and W to your next 
advertisin g schedule. 
A Chilton 


) 


Publication 


PUBLICATIONS, INC., 100 East 42nd Street, New York 
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Meat Packers to 
‘Watch and Wait’ — 
Before Advertising 


Chicago, Aug. 28. — The meat) 
packing industry continued to watch 
and wait this week, still anxious to 
determine factors and trends in the 
present confusion over meat supply 
before stating its case to the public. | 

It was stated authoritatively that | 
at least one packer was readying 
a new campaign to define its posi- 
tion clearly in the public mind, but 
that neither the campaign nor infor- 
mation concerning it would be re- 
leased for some weeks, during 
which time the company’s promo- 
tion men will scan the meat supply 
puzzle. 

(President Roosevelt said today 
in Washington, D. C., that imposi-| 
tion of a meatless day each week 
would free 30 or 40 ships now 
bringing meat from Argentina and | 
the Southwest Pacific for munitions | 
transport. No definite mention of a 
date for the drastic step was made, 
the inference being that the prob- 
lem is still under study.) 

The last two weeks have been 
notable for the outcry raised by the 
government, dealers and_= small 
packers regarding the inequities of 
OPA ceilings, and doubts about the! 


|notice that the comparative figures | 


| forthcoming soon. 


-adequacy of the nation’s meat sup- 


ply. This week was pleasantly 


quiet, although the Securities and 


Exchange Commission’s publication 
of 1940 earnings figures for the) 
packers came out with such head-| 
lines as “Rise in Packer and Food | 


Firm Profits Told.” “I wonder,” | 
one meat industry official asked, 
“how many people bothered to| 


were for 1940 over 1939?” 

Norman Draper, secretary of the| 
American Meat Institute, reported | 
that AMI has not yet taken action | 
on a campaign which would be 
directed toward explanation of the 
present meat situation. He _ indi- 
cated, however, that such a pro-| 
gram had been under discussion, 
and that some action might be 


Collard Named A.M. 


E. R. Collard, for the past eight 
years advertising and sales promo- 
tion manager of A. Nash Company, 
Cincinnati, has been appointed ad- 
vertising manager of the Crown 
Overall Mfg. Company of that city. 


Hammer Adds Two 


Hammer Advertising Agency, 
Hartford, Conn., has been named 
agency by Mansfield Upholstering 


Company and Station WNBC, both 
of Hartford. 


Belden’s ‘Bonds-or-Cash 
Dividend Plan’ Scores 
Stockholders of Belden Mfg. 
| Company, Chicago, have subscribed 
for a total of 10.6 per cent of the 
dividend payable Sept. 1 in the 
form of war bonds and stamps, 


FTC Grants Delay 
in Philip Morris, 
Reynolds Actions 


Washington, D. C., Aug. 26.— 


'R. J. Reynolds Tobacco Company | officials announced last week. 


and Philip Morris & Co., Ltd., have| The company, believed the first 
each been granted extensions until| Corporation with listed securities - 
Sept. 15 to file their answers to Fed-|™ake war bonds and stamps. dvad- 
eral Trade Commission complaints ae 


: announced the success of its novel 
charging false and misleading ad-| plan in 336-line advertisements in 
vertising in the promotion of Camel 


all Chicago dailies, as well as the 
cigarets, Prince Albert pipe tobacco,| Wall Street Journal. At special 
Philip Morris _ cigarets, Dunhill | ceremonies Monday, Aug. 31, the 
cigarets and Revelation pipe to-| company will be presented with a 
bacco. Minute Man a - ar cat pe 

The FTC filed sweeping com- | 5 emng ~~ Si eas ead pone 
plaints against the two pa IR ecg ee yon 
early this month, questioning 4) cja] Treasury Department citation 


number of the principal copy, testi-| praising the innovation of the war 


monial and labeling practices of the| bond-or-cash dividend plan. In its 
enumerated brands. (ADVERTISING | advertising copy, Belden said it has 
AcE, Aug. 17.) | been estimated that similar plans, if 

Both companies have indicated | generally adopted, could increase 
their intention to contest the FTC| W@? bond sales by at least $500,- 

: 000,000 a year. 
charges vigorously. 
Fairfield Quits ‘News’ 
.} ’ 

Yoell to Parade | Herbert L. Fairfield, formerly 

William A. Yoell, formerly re- | business manager of the Chicago 
search and promotion director for | Daily News, has joined the Journal- 
M & M, Ltd., Newark, N. J., has| Herald, Dayton, O., as publisher. 
been named promotion manager for | Mr. Fairfield replaces his son-in- 
Parade Publications, New York.| law, Maj. Lewis B. Rock, USMC, 
He succeeds Guy Robertson, re-| who has been ordered to active 
signed. | duty. 


a cow 


MithouT the Widdle 


puncher’s pony isn’t worth a damn! 


Aon without the middle-income* families, the Dallas market for 


consumer goods isn’t much to brag about. 


¢ Looking over the figures, there are 84,113 families in Dallas. 
Of these, 47,187 are in that middle-income group. 


They are the families that have it to spend. 


® One out of every two of these Dallas middle-income families 


reads Tue FAmity CircLe magazine weekly 
(Starch Consumer Magazine Report). 


® Here is coverage that you can't overlook if you 
really want to go after that Dallas market. In many other cities, 


Tue Famiry Circe story is substantially the same. 
Remember this when you make up your next schedule and 
include Tue FaMiLy CircLe. 


*$1000 to $3000 


FTC Settles One 
Case; Congoleum 
Fights Charges 


Washington, D. C., Aug. 28.- 
Federal Trade Commission ap- 
nounced today that Alexander 
Smith & Sons Carpet Company. 
Yonkers, N. Y., has signed a stipy 
lation agreeing to cease and desist 
from use of the words Kirman 
Sarouk, and other  distincti ly 
Oriental terms, or any simulatio; 
of them in describing rugs w! 
are not in fact made in the count 
or localities mentioned. 

The company will be permitted 
'to use these words when accom- 
| Panied by the words “design” or 
| “pattern,” clearly indicating that 
the surface is a likeness of an ( 
ental design. 

The respondents also agreed to 
discontinue use of distinctively 
Oriental names or = simulat ns 
thereof, or illustrations depicting 
Oriental figures or scenes and the 
use of the words “Sarouk reprodiuc- 
tions’ on rugs which are ot 
counterparts or reconstructions of 
originals in all particulars. 


Denies FTC Charges 


Denying all charges of misrepre- 
sentation contained in a FTC com 
plaint, Congoleum-Nairn, Inc., this 
week filed an answer asserting that 
its Treadlite rubber cushion inlaid 
linoleum is a genuine linoleum and 
that, as manufactured before April, 
1942, contained a built-in layer of 
rubber which functioned effectively 
in cushioning the product and f- 
| forded foot comfort, resilience and 
shock-absorbing qualities. The FTC 
had alleged that the product had a 
backing of felt saturated with 
asphaltum and did not contain rub- 
ber in such quantities as to afford 
apprecable cushioning qualities. 

The respondent further declared 
that it discontinued the manufacture 
of the product named in the com- 
plaint in 1941, and its present prod- 
uct is designated “Nairn Treadlite 
—inlaid linoleum on duplex felt 
| backing.” Hearings will be held on 
the case, the FTC said. 


es 


Ane 


Fluorescent Prices 
Get the Axe 


Following an announcement by 
|General Electric Company and 
| Westinghouse Electric & Mfg. Com- 
pany that prices of fluorescent lamp 
units have been cut from 12 to 17 
|}per cent, Sylvania Electric Prod- 
| ucts, Inc. (formerly Hygrade Sy!- 
|vania Company) has reduced the 
| prices of its fluorescent lamp line an 
average of 15 per cent. 

| The three companies figured 
| prominently in testimony given re- 
cently before the Senate committee 
= ‘oe (ADVERTISING AGE, Aug. 


Packard Merges Staffs 


Packard Motor Car Company, 
Detroit, has merged its sales and 
|service contacts previously handled 
| by separate field men. The aim of 
the merger is better service to the 
Packard owner through more fre- 
quent counsel with the Packard 


| dealer. 
95.1% 


| RADIO OWNERSHIP IN 
| AMERICA’S No. 1 MARKET 


Exceptionally high radio owne: shi 
combined with the nation’s bigest 
ss capita spendable income ake 
NTIC a sure bet for RESUI 


*Radio Daily April 2, 194 


Representotives: WEED & COP 
New York, Chicago, Detroit, Son 
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PHOTOGRAPHIC 
| REVIEW OF 
: THE WEEK 


ef POSTERS SPUR WEST COAST DRIVE 


NASH-KELVINATOR RESUMES AD SCHEDULE 


—e ® pawns 1 4 eee me ere 


SPOTTER CARD 


m% WEW YORK SAVINGS~ 


/CE CUBES FOR JAPAN / 


FREE: West Seu toat 


New York subway riders, through a series 
of car cards just inaugurated by the 
New York Savings Bank, are learning to 
recognize the silhouettes of Axis and 


Waste KEWV/MATOR 
> | 


| 


Allied air force planes. Merrill Anderson Although it has no domestic products to market, Nash-Kelvinator Corp. will start 
to Co. is the agency handling the bank @ new campaign next month in magazines, newspapers and business papers. 
ly account. The first two magazine advertisements are pictured here. (Story on Page 32.) 
ns 
ne 
he 
C= SCHENLEY BRANDS GO TO WAR IN 'BUY BOND' DRIVE 
ot s . 
if see eererrens Steet teen wees ¢ : 

ad > America’s BEST BLY ’ its NO MIDTARY SECRET. 
RVICE STATION TODAY! mnnoNDS.. Pl y- aepeiens 
e- C. FoR f | 
a 4, MORALE! 
is a. eS 
; t A “thank you" overlay is shown as it appeared on more than 3,000 24-sheet " pon ; 
_ posters which helped Pacific Coast states lead the country in tonnage and per \ ~ werory! Sil . 
id capita collection of scrap rubber. Foster and Kleiser Co. contributed to the Aa en eee | 
nd all-out display and Coast oil companies augumented it with hundreds of service moar man mtn ieee: 
ril, station panels. h DROSPERITY!/ N) : 
of a" “F ; 
ely 7 nea a A scMEND 
I- ; BONDS yy 
and HOME SEWING MAKES A COMEBACK US. WAR ‘ib 
‘TC pyvest ON eee mest wh 
ida 
th 
ib- AGAIN, AMERICA’S WOMEN ARE PROUDLY SAYING: mm rae with Pleasure! 
min “No Change, Thanks... 
; rT) 
wed | MADE IT MYSELF” ILL TAKE A WAR | LW. HARPER 
ure . 
ome- ” 
rod STAMP INSTEAD! 
dlite 
felt “i 
d on 
as 
; 
t by i then you'll buy War Bonds 
and - and Stamps for Victory 
“om- ss 
lamp ' ay 
to 17 . y arty 
P ‘od- ws ° ; . 
= x23) Golden Wedding ; | 
i the ef 5 GREAT WHISKIES é 
ne an a WEDDED’ INTO ONE My 
gured rer i = = 
n re- 
nittee Schedules for virtually all Schenley Distillers brands have been geared to the increasing tempo of war bond and stamp drives, 
Aug. as indicated by these examples of some of the more aggressively merchandised lines. Brands that have not yet participated 
in this tie-up will join the parade in the future. Copy is running in newspapers throughout the country as well as national 
magazines. 
5 
any, 
> ae RCA REPORTS TO ITS ERSTWHILE CUSTOMERS 
indled 
‘ nS ; py aX. How RCA Victor's “Beat the Promise” Compoign Helps War Production 
e fre- me ple, dnt 0 
ickard ° 
~ PATTERN 
——_— 


Opening shot in Cohn-Hall-Marx Co.'s aggressive bid for the rapidly expanding 

ome sewing market, is this color page scheduled for the Sept. 7 issue of Life. 

The Cohama trade name is due for expanded promotion in the months ahead. 
Pettingell & Fenton, New York, is the agency. 


PANEL POSTERS SHOW NEW CONTAINER 


shit 
»hest 
axe 


Brownell & Field Co., Providence, is using 230 painted bulletins and panel boards 


FOR VICTORY 


RCA VICTOR 


Absent from general magazines since its plants converted entirely to producing signal equipment for the armed forces, 

RCA-Victor has launched a year-round institutional campaign with this four-color spread in national weeklies. Copy re- 

ports the progress of RCA's ‘Beat the Promise” production drive and offers its morale-building posters to other war 
industries. Lord & Thomas is the agency. (Story on Page 14.) 


advertise Autocrat coffee in its new paper bag container. The bag carries out 
design and color scheme of the tins formerly used. Standish, Inc., handles 
the account. 
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66 
| From ‘The |Hlomes Of America 


v7 


e Legions 


CY N ONLY a short while our nation will 
witness a wondrous thing. The time will 
be a September morning; at the appointed 
hour millions of doors will open; and from 


the homes of America the legions of liberty 


will go forth. 


Legions of liberty—our children! Another school year begins 
and they troop to their class rooms. And how glorious is this return 


to learning! 


For these are the children of freedom to whom knowledge 


will be freely given. 


Their tasks are those which will prepare them for the rewards 


of freedom. 


Their laughter and their games are the laughter and the games 


of a free country—where no dictator goose-steps their spirit. 


In no class room in all the land will their minds and souls be 
twisted and betrayed. Betrayed by a godless man—betrayed by the 
hideous falsities of a Fuehrer—betrayed into following the gospels of 


persecution and plunder of their peaceful and innocent fellowkind. 


Boys and girls with shining eyes and 
nimble bodies! With neither fear nor 
hatred in their young, warm hearts! 
Vibrant symbol of a free America! And 
of the free homes wherein they were be- 
gotten and will be nurtured to manhood 


and womanhood! 


As we cherish our homes so do we cherish the new lives which 
they have brought into being. And how deep today—in this perilous 


hour of our free Republic—is our feeling for home! 


Throughout the land our love for home is upsurging. From 
now on we shall spend more time in the home and partake more 
abundantly of its simple and enduring blessings. Every day our 
determination to defend it will grow and under its roof the gladness 
of sacrifice for the sake of Victory will multiply and ennoble the lives 
of all within that dwelling. 

And the multitude of children’s voices that we hear—are these 
not the voices which most beautifully proclaim the home devotion 


that never can be crushed from our hearts? 


America is fighting to preserve its home-way of life. Before you go to sleep tonight 


“Am I giving ENOUGH —am I doing ALL I can? 


ask yourself this question: 


“THE CHICAGO DAILY NEWS 


FOR 66 YEARS CHICAGO'S HOME NEWSPAPER . . . TODAY 
HAVING A DEVOTED HOME AUDIENCE 
OF 1,250,000 READERS 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefe!/er Pi 
SAN FRANCISCO OFFICE: Hobart Builds 
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